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Rough Proofs 


Alex Osborn didn’t mind defeating 
Bruce Barton, William H. Johns and 
other associates at the B. B. D. & O. 
golf tournament, as long as there 
were no customers present. 
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“QO. G. Proves Its Case.” 
The copy refers to cigarettes, but 
in Chicago “O. G.” means shoes. 


7, 3 


Will Hays, film czar, plans to 
“purify” moving picture advertising 
copy. The idea is to apply the anti- 
septic right up to the point where it 
affects box-office appeal. 
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“London Drape to Make Men’s 
Garb Obsolete.” 

After looking at bathing-beach 
styles for men, one might assume 
that it is already obsolete. 


> 2 F 


Postal Telegraph is going to use 
messenger boys to develop sales 
leads, with the result that a lot of 
veterans who insist there’s no busi- 
ness will be painfully embarrassed. 


vgv¥$esgy 


Prices, it seems, may now be 
quoted on the national radio chains. 
With money so scarce, it’s no longer 
common to talk about it. 


i 


Pabst is getting ready to mer- 
chandise Blue Ribbon beer, as, if and 
when, and in the meantime is going 
right ahead selling malt. He who 
pabsts last pabsts best. 


s + F 


General Motors is inviting car- 
owners to tell what they’d like in 
their next automobiles. That’s easy 
—a car with the Cadillac name-plate 
and the Chevrolet price-tag. 


vv¥$ey 


Most motorists would be pleased if 
G. M. would develop a car which 
would take a good drink of water 
once in a while, but maintain indif- 
ference to oil and gas. 


>  F 


Now that so many magazines have 
responded to the request of the na- 
tional advertisers for lower rates, 
the publishers will no doubt have to 
enlarge their clerical forces to take 
care of the orders. 


7.  ¥ 


Hudson-Essex is bringing out a 
new small car to compete with Ford, 


Chevrolet; Plymouth and Willys-Over- 
land. 


Move over, Henry. 
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“The shadow of a man stands be- 
hind every woman who buys,” says 
Redbook. 


Is he related to the dealer who 
stands behind everything he sells? 


-— |. F 
A pair of crap-shooters in a Dr. 
West ad have got a natural coming 
up two ways—seven or eleven. 
They’re too good to be true. 
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“Life is still a picnic.” 
It just happens that at present 
there are a few ants in the apple-pie. 


Cory Cus. 


REORGANIZATION 
CHIEF ISSUE AT 
N.E. A. MEETING 


Make It Easier to Use Small 
Newspapers 


Los Angeles, Cal., July 21—A new 
set-up which will make it easy for 
national advertisers to use small 
daily and weekly newspapers will be 
presented to the National Editorial 
Association here July 25. The or- 
ganization is now meeting at San 
Francisco, but will close its conven- 
tion here. The proposed new name 
is National Association of Newspaper 
Publishers. 

Co-operating in the new plan, if 
adopted, will be the present National 
Editorial Association, Newspaper As- 
sociation Managers, Inc., country 
newspaper committee, Association of 
National Advertisers, and American 
Association of Advertising Agencies. 

Accredited newspapers will be 
those who are members of the na- 
tional body, who have audited or 
certified circulations, standard mar- 
ket surveys, who use the standard 
billing system, whose rates are 
checked as equitable, who use ac- 
ceptable typography, have ample 
mat-casting facilities, and agree to 
abide by decisions of an arbitration 
board in disputes with advertisers or 
agencies. 


Used as Required 


The new set-up provides for state 
or regional machinery by which ad- 
vertisers and agencies may use coun- 
try newspapers which fit into their 
programs. 

Checking and billing will be han- 
dled through a state manager’s office, 
as well as through a central office of 
the National Association of News- 
paper Publishers, which will prob- 
ably be located in Chicago. 

Justus F. Cramer, Orange (Calif.) 
Daily News, is slated for the presi- 
dency of the N. E. A., succeeding 
Lea Nichols, Bristow (Okla.) Record. 


Newspaper-Radio 
Hookup Irks Nichols 


San FErancisco, Cal. July 22.— 
President Nichols, of the N. E. A,, 
told 300 members at the annual 
meeting that news associations are 
“more or less dominated” by news- 
papers which own radio stations or 
have strong radio affiliations. 

“Those of us not fortunate enough 
to own a radio station are forced to 
help develop an agency that bids for 
patronage once enjoyed almost ex- 
clusively by us,” he asserted. 

“Not only in theory, but legally, 
radio stations have no right to broad- 
cast news gathered by newspapers 
and news associations. I protest 
against this situation.” 

Peter Michelson, advertising man- 
ager, Bank of America, threw oil on 
the troubled waters by urging co- 
operation. He said a combination of 
the two media are most effective to 
advertisers. 

Alfred P. Sloan, president, General 
Motors Corp., was unable to be pres- 
ent, but wired the association urging 
reduction of costs in all fields, par- 
ticularly in Government, and more 
equitable distribution of taxes. 

The N. E. A. approved a report 
condemning Government competition 


with private business. 


Asheville, N. Car., July 21.—A 
resolution deploring the tendency 
of advertisers and agencies to in- 
sert a minimum circulation figure 
in their space orders was adopted 
by the Southern Newspaper Pub- 
lishers Association at its 30th an- 
nual meeting this week. 


These orders call for a rebate if 
distribution falls below the stipu- 
lated figures. However, the resolu- 
tion pointed out, no provision is 
made for extra payment in cases of 
excess circulation. 

This situation makes for inflation 
of circulation, the element which has 
been condemned by advertisers time 
after time, the association said. 


Stahiman New President 


James G. Stahlman, Nashville Ban- 
ner, was elected president of the 
S. N. P. A., succeeding Maj. Clark 
Howell, Jr., Atlanta Constitution, 
who becomes chairman of the board. 

Walter C. Johnsem, Chattanooga 
News, was re-electedygreasurer. Di- 
rectors were named fellows: 

Alabama, James E: Uhappell, Bir- 
mingham News and Age-Herald; 
Arkansas, K. A. Engel, Little Rock 
Democrat; Florida, G. V. Harper, 
Miami Herald; Georgia, H. V. Jen- 
kins, Savannah News and Press; 
Kentucky, Emanuel Levi, Louisville 
Courier-Journal and Times; Louis- 
iana, L. K. Nicholson, New Orleans 
Times-Picayune; Mississippi, James 
H. Skewes, Meridian Star; North 
Carolina, L. J. Horne, Rocky Mount 
Telegram; Oklahoma, E. K. Gaylord, 
Oklahoma City Oklahoman’ and 
Times; South Carolina, Roger C. 
Peace, Greenville News and Pied- 
mont; Tennessee, Adolph Shelby 
Ochs, Chattanooga Times; Texas, J. 
L. Mapes, Beaumont Enterprise and 
Journal; Virginia, Powell Glass, 
Lynchburg News and Advance; West 
Virginia, J. H. Long, Huntington Ad- 
vertiser and Herald-Dispatch. 

The association also adopted a 
resolution urging press services to 
discontinue providing news of na- 
tional importance to radio chains in 
advance of delivery to member 
papers. Since radio competes with 
newspapers in advertising, it should 
create its own news service, it was 
held. 

Most of the reports were presented 
in printed form and the convention 


Southern Dailies 


Hold Circulation 


Guarantee Unsound 


RE-ELECTED 


Walter C. Johnson, Chattanooga 
News, perennial treasurer of the 


was devoted largely to their discus- 
sion. Several of these reports are 
summarized elsewhere in this issue. 

Cranston Williams, secretary-man- 
ager, reported a gain of 6 members 
during the fiscal year ended June 
30, 1932, bringink the total to 202. 
It is the first time in history the 
association’s membership has ex- 
ceeded 200. 

New members are Dothan (Ala.) 
Eagle, Florence (Ala.) Times, Pine 
Bluff (Ark.) Commercial, Daytona 
Beach (Fla.) Citizen, Pensacola 
(Fla.) Journal, Pensacola News, 
West Point (Miss.) Times-Leader, 
Ardmore (Okla.) Ardmoreite, Perry 
(Okla.) Journal, Ponca City (Okla.) 
News, Anderson (S. C.) Independent, 
Anderson Mail and Denison (Texas) 
Herald. 

Mr. Williams gave the following 
definition of a newspaper, as evolved 
by the Chicago Tribune and carried 
on its masthead: 

“The newspaper is an institution 
developed by modern civilization to 
present the news of the day, to fos- 
ter commerce and industry, to in- 
form and mold public opinion, and 
to furnish that check upon govern- 
ment which no constitution has ever 
been able to provide.” 


rarily suspended the color cycle in 


further notice, color pages will be sold in quantities of one or more. 
ferred positions, however, will still be sold on a cycle basis. 
cycle, color advertisers had to use one page or more every four weeks. 


Hobler to Benton & Bowles as Officer 
New York, July 22.—Atherton W. Hobler, vice-president of Erwin, 
Wasey & Co., has joined Benton & Bowles as vice-president and secretary. 
The agency has just incorporated, William B. Benton being president and 
Chester B. Bowles, vice-president and treasurer. 


Last Minute News Flashes 


“Saturday Evening Post’ Suspends Color Cycle 
Philadelphia, Pa., July 22.—Curtis Publishing Company has tempo- 


The Saturday Evening Post. Until 
Pre- 
Under the 


New Wrapper May Recoup Wrigley Loss 
Chicago, July 22.—With net profit for the second quarter only 99 cents a 
share, compared with $1.53 a year ago, William Wrigley Jr. Company will 
run a test campaign in Georgia on a new Cellophane wrapper. 
will supplement posters and newspapers. 


Sampling 


ROYAL DEVELOPS 
TYPEWRITER AT 
NEW LOW PRICE 


New Outlets Sought for 
$29.50 Machine 


New York, July 21.—Straining for 
a head start in the race for sales to 
the six to fourteen age group, which 
research has revealed as the most 
important typewriter market, the 
Royal Typewriter Company will be- 
gin a major campaign Sept. 12 on a 
new portable machine, the Signet, re- 
tailing at $29.50. 

Announcement copy will be syn- 
chronized to the opening of the sec- 
ond week of grammar school, in 
which 23,000,000 children are en- 
rolled. The machine will be intro- 
duced to the trade Aug. 1 with ship- 
ment of samples and heavy advertis- 
ing in trade publications to raise the 
enthusiasm of stationery and depart- 
ment stores and to add radio stores 
as a new type of outlet. 

The promotion is ushered in by a 
new visualization of selling problems 
based on the realization that the 
habit of using and owning a type- 
writer will be sharply limited until 
a knowledge of typewriting is uni- 
versal. 

The long effort to sell the personal 
market, while moderately successful, 
has shown manufacturers that the 
public looks upon typewriters cost- 
ing $60 and more as products for 
expert manipulation and that the 
average adult can not summon the 
inclination and patience to learn to 
typewrite unless forced to it. 


Long Look Ahead 


As the first step in a plan to sell 
typewriters for elementary school 
equipment and thus make the knowl- 
edge of typewriting more or less 


compulsory, the four largest type- 
writer companies organized the 
Typewriter Educational Research 


Bureau two years ago, retaining Dr. 
Ben D. Wood, of Columbia Univer- 
sity, and Dr. Frank N. Freeman, 
University of Chicago, to make “An 
Experimental Study of the Educa- 
tional Influences of the Typewriter 
in the Elementary School Class- 
room.” Their report, published this 
week by the MacMillan Company, 
reveals that the use of the type- 
writer in elementary schools has im- 
portant educational advantages. 

Shortly after the investigators be- 
gan work it became apparent their 
report would be of the character the 
sponsors of the research hoped for, 
but that sales to schools would be 
retarded under present conditions. 
Nevertheless, Royal is going ahead 
vigorously with the second phase of 
the plan, the marketing of a machine 
of suitable style and price for chil- 
dren to use at home and, where 
equipment is not furnished, in the 
classroom. Remington has also an- 
nounced a machine for the juvenile 
market, the Remy Scout, and it is 
expected the other two companies 
will follow suit shortly. 

Royal’s juvenile model was first 
called the Educator, that name being 
dropped in favor of Signet in the 
belief the first choice would restrict 
the typewriter to the consideration 
of the novice. 

In adjusting design to price it 
was necessary to drop features such 
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ADVERTISING AGE 


July 23, 1932 


as the back spacer, bichrome device, 
fractional spacer and, most impor- 
tant, the shift mechanism, all of 
which have been hailed in former 
typewriter advertising as milestones 
of progress. 


Feature New Simplicity 


In Signet copy, Royal will take the 
bull by the horns, referring to sim- 
plification and ease of operation 
through the removal of gadgets and 
a revolutionary advancement in con- 
struction by the elimination of the 
troublesome and _ inefficient shift, 
made possible by new monoface type. 
These selling arguments will be 
printed on a card attached to each 
machine and subordinated in publi- 
cation advertising only to price. 


The company will attack the juve- 
nile market with appeals to both 
parents and children. Advertising 
to adults will also seek to interest 
them in a simplified economical ma- 
chine for their own use. 

The first consumer advertisement, 
a four-color spread, will appear in 
the September 17 issue of The Satur- 
day Evening Post. It will carry the 
slogan, “Destined to Change the 
Writing Habits of the World,” fea- 
ture the price and conclude with an- 


nouncement of a contest, “Oppor- 
tunity Awards.” 
The advertisement will be re- 


peated in Collier’s the following 
week, and there will be color pages 
every month in these magazines 
until Christmas. A list of other 
magazines in the home and juvenile 
field is now in preparation. 


Prizes in the contest, which will 
open Sept. 12 and close Oct. 17, will 
total $5,000 in cash, with first prize 
$1,000. 


Create Dealer Contacts 


Entrants will be required to ob- 
tain a blank from a Signet retailer 
and return it to him, the contest 
being decided on a statement as to 
why the new model is of benefit and 
the purchase of a machine being un- 
necessary te qualify. Dealers will 
be instructed to forward their five 
best entries, and winners will be an- 
nounced Dec. 10. 


W. A. Metzger 


ture the contest, and subsequent 
point-of-purchase advertising will be 
tied up with Hal Roach’s “Our 
Gang” comedies and Jackie Cooper. 
Direct mail campaigns will be pre- 
pared for children, parents and 
teachers. 


W. A. Metzger, manager of adver- 
tising and sales promotion, believes 
“radio” stores, a convenient classifi- 
cation for home appliance, musical 
goods and furniture outlets, will be 
an important factor in distribution 
because the new product is exclu- 
sively a home machine. 


“These outlets are introducing 
goods into homes continuusly,” he 
said. “With the falling off in radio 
volume they are forced to look for 
new items. Our work in opening up 
this channel will be facilitated by 
identifying it in our advertising. 


“In addition to stationery, depart- 
ment and radio stores, we also want 
gift shops and book stores as deal- 
ers. In fact, we are willing to use 
any type of outlet capable of doing a 
merchandising job, except meat mar- 
kets. The new marketing concept of 
our product defines it as a utility 
which it will soon be necessary for 


The first window display will fea- 


every individual or home to possess.” 


BOSTON 
The Wood-Clarke Press 
The Berkeley Press 


CHICAGO 
Bertsch & Cooper 
J. M. Bundscho, Inc. 
Ewing Press, Inc. 
Faithorn Corporation 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats-Inc. 


DALLAS 
Jaggers-Chiles-Stovall, Inc. 
Stellmacher & Clark, Inc. 


DENVER, COLO. 
Hirschfield Press 


DETROIT 
Fred C. Morneau 
George Willens & Co. 


INDIANAPOLIS 
The Typographic Service 


NEW YORK CITY 
Ad Service Company 
The Advertype Co., Inc. 
Frost Brothers 
David Gildea & Co., Inc. 


Huxley House 
Independent Typesetting Co. 
Lee & Phillips, Inc. 
National Typographers, Inc. 
Royal Typographers, Inc. 
Frederick W. Schmidt, Inc. 
Superior Typography, Inc. 
Supreme Ad Service 
Tri-Arts Press, Inc. 
Typographic Service Co., 

of N.Y., Inc. 
Kurt H. Volk, Inc. 
Woodrow Press, Inc. 


PITTSBURGH 

Keystone Composition Co. 
PHILADELPHIA 

Kurt H. Volk, Inc. 
ST. LOUIS 

Warwick Typographers, Inc. 


TORONTO 
Swan Service 


ADVERTISING TYPOGRAPHERS OF AMERICA 


Heller-Edwards Typography, Inc. 


TYPOGRAPHY THAT SETS UP AN IDEAL 


That 

Trade 

Paper 
Advertisement 


whose space cost is negligi- 
ble can be brought up to 


considerably more costly- 
space-results by having the 
advertisement set by a 
recognized Advertising 
Typographer. Don’t for- 
get that the proper setting 
of youradvertisement puts 
your best foot forward in 
obtaining ~maximum 
results. You will be sur- 
prised how little additional 
this will cost. Why not 
call in the member of the 
Advertising Typographers 
of America in your vi- 
cinity and talk it over? 


ADVERTISING 
TYPOGRAPHERS 

OF AMERICA 

National Headquarters 


461 EighthAvenue | ; 
New York, N.Y. § 


TERRAPLANE IS 
CHRISTENED BY 
MISS EARHART 


Hudson Celebrates with Big 
Driveaway 


Detroit, Mich., July 21.—Preceding 
announcement copy to appear in a 
few of the 2,000 newspapers on the 
list next week, Hudson Motor Car 


WANTED! 


A MOSES OF THE MOTORS 


T this moment, there stand on the brine 

of new motor car buying probably some 

hundreds of th ds of car owners. By force 

of economic circumstances they are confronted 

with Hobson’s choice of a very low-priced car 
or none at all. 


They hesitate to make this choice, chiefly 
because in more fortunate years they have 
owned and enjoyed higher priced cars, and 
they cannot bring themselves to give up. the 
stability, the luxurious power and thrilling 
speed capacity, the sense of well-being, which 
they have become accustomed to associate 
with the words “our car.” 


If they could see in the field of lower-priced 
cars an automobile capable of a road-action 
akin to flying, a car compact and light of 
weight, which yet by its roominess, perform- 
ance and “feel” would assure them not only 
no disappointment but even an excess of joy 
and pride of ownership in this néw possession, 
do you not agree that they would welcome it 
as no ive i tion has ever been 
greeted before? 


One of these days Hudson-Essex will an- 
nounce such 4 car. 


HUDSON MOTOR CAR COMPANY, DETROIT, MICH. 


Preliminary copy for the new car. 


s 
Company held a christening cere- 
mony today for its widely-heralded 
Terraplane, said to be a new type 
of low priced car capable of satisfy- 
ing luxurious tastes. 

More than 2,000 Hudson-Essex 
dealers from every state in the 
union, as well as thousands of De- 
troiters, attended the _ exercises, 
which were followed by a driveaway 
of 2,000 cars, the largest in automo- 
bile history. A special tent city was 
erected on a field near the factory 
where 2,000 Terraplanes, specially 
painted with the Terraplane emblem 
on the side, were lined up, captive 
balloons designating state delega- 
tions. 

A host of city and state officials 
and distinguished Detroit citizens, 
including Mayor Frank Murphy of 
Detroit and Governor Wilbur M. 
Brucker of Michigan, were on the 
christening platform. 

William J. McAneeny, president of 
Hudson Motor Car Co., introduced 
Miss Amelia Earhart, who officially 
christened the first car off the line 
by breaking on the radiator a cham- 
pagne-shaped bottle containing gaso- 
line left in her tank after her trans- 
Atlantic flight. 


Dedicated to Inventor 


The first car was dedicated to Or- 
ville Wright, inventor of the first 
practical airplane. An _ eight-page 
special newspaper telling the story 
of the ceremony and driveaway Was 
distributed, and six announcers re- 
layed the news over station WJR. 

The driveaway parade, six miles 
in length, wound through downtown 
Detroit before splitting into sections 
headed for various parts of the coun- 
try. 

The build-up for the car’s intro- 
duction involved a rumor campaign 
engineered by a long series of pre- 
views and demonstrations to which 
automobile and aviation engineers, 
distributors and business men from 
all parts of the country were invited. 

A series of three 224-line teaser 
advertisements appeared in a _ se- 
lected list of newspapers last week. 
Written in editorial style, they dis- 


ACCIDENT VICTIM 


Robert F. Smith 


cussed the qualities the ultra-modern 


car for the mass market should 
have, concluding with the broad 
hint, “One of these days Hudson- 


Essex will announce such a car.” 

The model’s name, which foretells 
the selling story, dates from Arthur 
H. Kudner’s first ride. The president 
of Erwin, Wasey & Co., Hudson’s 
agency, exclaimed, “Why, this is just 
like flying on land!” The name 
Terraplane followed in natural copy- 
writing order. 


$100,000,000 
Added to Farm 
Buying Power 


Chicago, July 21—About $100,000,- 
000 has been added to the purchasing 
power of farmers in the last fort- 
night by advances in prices of cattle 
and hogs. The higher prices are due 
to a pronounced shortage. 

The price of hogs increased from 
$3.30 two months ago to $5.55. There 
were 34 consecutive daily price ad- 
vances before a reaction came. 

The price of cattle has crossed 
that of a year ago. The recent av- 
erage has been $8.25, compared with 
$7.65 for the corresponding period 
of 1931. 

June hog receipts at the Chicago 
yards were the smallest since 1883. 
Packers are profiting from the price 
gains, taking inventory appreciations 
after a long series of losses. 


Aluminum Co. Starts 


Employe Sales Drive 


Following the lead of Westing- 
house Electric & Mfg. Co., Aluminum 
Co. of America has inaugurated an 
“employe sales drive” running from 
July 15 to Aug. 15. 

Going Westinghouse one better, 
the current drive is not restricted 
to neighbors of employes, but 
reaches friends throughout the coun- 
try by mail. 


Sally Johnson Promoted 


Miss Sally Johnson has been ap- 
pointed advertising manager of 
Sears, Roebuck & Co. for the Salt 
Lake district, succeeding Fred 
Moore, who has been promoted to the 
district sales and merchandising 
8 


Hamm Starts Agency 


F. J. Hamm has organized the 
Burham Company, New York agency, 
with offices at 420 Madison avenue. 

He was formerly advertising mana- 
ger of the Knott Hotels System, and 
this company, among others, has re- 
tained his agency. 


Judd Joins Goodyear 


L. E. Judd, former editor of Akron 
Times Press, has been appointed di- 
rector of public relations of Good- 
year Tire & Rubber Co., Akron, suc- 
ceeding Hugh Allen, who will devote 
his time to the company’s Zeppelin 
activities. 


Crossett Shoe Appoints 


Smith, Sturgis & Moore, New 
York, have been appointed by Cros- 


sett Shoe Co., Augusta, Me. 


VACATION HAS 
FATAL ENDING 
FOR BOB SMITH 


Indianapolis, Ind., July 21.— The 
national organization of the Ameri- 
can Legion was deeply shocked Mon- 
day when news was received that 
Robert F. Smith, general manager of 
the American Legion Publishing 
Corporation, (The American Legion 
Monthly) had been killed by a falling 
stone while climbing Long’s Peak in 
Estes Park, Colo., where Mr. and Mrs, 
Smith were spending their vacation, 

Besides Mr. and Mrs. Smith the 
party included four women and a 
man. Mr. Smith had paused for a 
rest between the lodge and a shelter 
house used by forest rangers when 
the rock, about the size of a man’s 
fist, came catapaulting down the 
mountain side. It struck Mr. Smith 
on the head, killing him instantly. 
Several hours were required to take 
the body down the treacherous trail. 

American Legion officials in Colo- 
rado aided Mrs. Smith and two offi- 
cials from National Headquarters, 
Frank E. Samuel, assistant national 
adjutant, and Richard E. Brann, 
business and circulation manager of 
the Monthly, met the train bearing 
Mrs. Smith and the body at Topeka, 
Kan., and returned to Indianapolis 
for the funeral Saturday, July 23. 

Mr. Smith was born in California 
in 1891 and came to Indianapolis as 
general manager of the Monthly in 
1924. He gained his first Legion ex- 
perience as commander of the Frank 
S. Reynolds post in Bakersfield, 
Calif. During the World War he 
served in the A. E. F., both as an en- 
listed man and lieutenant. 

When called to Indianapolis Mr. 
Smith was an executive of the Rich- 
field Oil Company. It was his idea 
that changed the Legion publication 
from a weekly to a monthly, and 
which set up new and higher stand- 
ards for editorial content. 


William Nelson Taft 


Commits Suicide 


William Nelson Taft, editor, Re- 
tail Ledger, Philadelphia, and well- 
known lecturer on merchandising, 
shot himself to death July 20, after 
physicians had warned him he could 
not recover from a year’s illness. 

He was 42 years old. 


Gage Directs Sales 


Harry L. Gage, member of the 
board of directors, Mergenthaler 
Linotype Co., Brooklyn, has been 
elected vice-president in charge of 
sales. 


“News” Sells Color 


Detroit News is now offering two- 
color pages on week-days, and four- 
color pages in Sunday comic sections, 
feature sections, and rotogravure. 


Norge Sales Increase 


Sales of Norge Corporation, De- 
troit, during the first six months of 
1932 came within 6 per cent of total 
sales for 1931. Increases have been 
made for 18 consecutive months. 


Promotes Sawade 


National Radiator Corp., Johns- 
town, Pa., has appointed Carl A. 
Sawade assistant general manager of 
sales. He was formerly sales pro- 
motion manager. 


Agents Turn Cartoonists 


A new serial cartoon, “The Won- 
derland of Oz,” appearing in daily 
papers, is the work of C. L. Winning- 
ham and W. W. Spouse, both of C. C. 
Winningham, Detroit agency. 


Agency Gets Two 
Earnshaw Knitting Co. Vanta 
baby garments, and Shepherd Wor- 
sted Mills, both of Newton, Mass., 
have placed their accounts with Wol- 
cott & Holcomb, Boston. 


Peterson Promoted 


R. N. Peterson, who has been act- 
ing head of the research department, 
has been appointed director of re- 
search of Erwin, Wasey & Co., Chi- 
cago. 
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ADVERTISING AGE 


a) Mee eee fi eee 


ADING 


THIS YEAR, you’ve seen more people than ever 
reading The Literary Digest — you’ve heard 
more discussion of its work. Probably you are 
using it more regularly yourself. Certainly 
your public is—and so are the executives of 


businesses that contact yours. 


The reading habits of our solid citizenry 
turn more than ever to The Digest in the ten- 
sion and bustle of a dramatic year. Stirring 
times always enlarge the influence of The 
Digest. Especially since The Digest not only 
reports history in the making but also helps 


make it. 


For example, our recent 20,000,000-ballot 
on the wet-dry issue was truly national, in 
scope and in meaning. Next month we begin 


an equally exciting poll on President-to-be. 


Plans for these events are worked out months 
in advance—and steps are taken to tell as well 
as to learn the will of the people. (The news 
goes out by mail, by card advertising, in pub- 


lication space and editorially in The Digest.) 


Of late, many new and old readers have been 
writing to and for The Digest. They are buying 
now—250,000 three-year subscriptions ($12 
orders) received in five months—giving us the 
highest reader-revenue of all magazines. All 


this in an off-year for most businesses. 


These readers have shown their readiness 
to buy and their ability to pay. Since their 
subscriptions are secured by direct mail, they 
must be the kind who read and react to adver- 
tising. They elect themselves to the “Ad- 


readers Club.” 


And what is the arithmetical result to adver- 
tisers? As a first step to better business gener- 
ally, The Digest reduced rates for 1932 a flat 


25%—the same product with greater energy 


LITERARY DIG 


SOUNDING-BOARD OF AMERICAN OPINION 


a” 


than ever for a quarter less. This means a 


higher efficiency rating than any other large- 
selling medium. To advertisers of soap and 
sugar and coffee, of motor cars and insurance 
and vacation spots—it means more income for 
less outlay, from “‘class” and “mass” con- 


sumers both. 


The good work goes on. Can you afford not 
to offer your product to such a public, on such 
terms? Advertising can get into The Digest 
on two weeks notice, less if necessary. Write 
your own ticket now and board the first train 


out! 


Quantity—1,400,000 average guaranteed, 


‘for rebate.” 


Quality—Readers self-selected by active in- 


terest in realities. 


Economy—Rates reduced 25%, to less than 
$2 per page per 1000. Class circulation at 


mass costs. 
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Advertising Men As Designers 


The advertising department of 
General Motors Corporation is circu- 
lating one of the most complete and 
interesting questionnaires ever ad- 
dressed to car owners, giving them 
an opportunity to indicate the fea- 
tures of motor cars which they re- 
gard as important, and to suggest 
improvements which would make 
cars more attractive and serviceable 
to them. 

There is no doubt that the tabula- 
tion of the thousands of answers 
which the company will receive from 
car owners will reveal some very in- 
teresting opinions, as well as point 
out some significant features which 
car demand will emphasize during 
the next few seasons. While the 
average motorist is not an engineer, 
and cannot be expected to forecast 
engineering developments accurately, 
he has some very definite ideas about 
his car and how it could be im- 
proved, especially as to appearance 
and convenience of operation. 

That the advertising men who de- 
veloped the questionnaire are not 
convinced that the advertising of 
motor cars is any more nearly per- 
fect than their mechanical features 
‘was indicated by the inclusion of a 
set of questions which enable motor- 
ists to say what their opinion of 
automotive advertising is, and to 
point out those advertisers and ad- 
vertisements which have made the 
most favorable impressions. 

We are very much impressed with 
the effort which the General Motors 
Company is making through this 
questionnaire—not that the tastes 


and desires of car buyers have never 
been studied at first hand, but be- 
cause the advertising department is 
here making its specific contribution 
to the design of the motor car as 
salable merchandise, rather than 
merely as an engineered product. 

General Motors undoubtedly has as 
fine an engineering staff as it would 
be possible to assemble, and yet, to 
hear Charles F. Kettering tell it, 
there are times when even it is sin- 
gularly uninspired, and needs to 
start not with the formulas in the 
books, but away outside of the en- 
gineering department, to get the 
right answer. Maybe the advertising 
and merchandising men can supply 
at least a part of the material for 
the right start. 

Walter Hoving, the brilliant young 
sales director of Montgomery Ward 
& Co., feels that there is too much 
discussion of advertising and mer- 
chandising methods and too little of 
the product. Perhaps he is right; 
perhaps advertising people, in addi- 
tion to developing ideas on how to 
move goods that are good, fair, in- 
different and poor, will be asked to 
spend some of their time developing 
ideas for really attractive, worth- 
while and salable merchandise. 

When that day comes, advertising 
will cease to be regarded as an un- 
necessary expense or as an incum- 
brance, but will be seen for what it 
really is, reduced to its simplest 
terms: the most economical method 
of transmitting information about 
the things people need to those who 
can buy them. 


Beer and Air Conditioning 


The result of the two national 
political conventions was to create a 
lot of excitement regarding the 
possibility of restoring the brewing 
industry to its old-time status as a 
legal dispenser of beer with enough 
alcoholic content to carry the pre- 
war kick. 

Those who regard the situation 
from a strictly economic standpoint 
are keenly interested in the situation 
because of the undoubted business 
stimulation which would result from 
the rehabilitation of several thou- 
sand industrial plants, the employ- 
ment of hundreds of thousands of 
men, and the addition of hundreds of 
millions of dollars of revenue to the 
Federal government and the munici- 
palities. 

But while we are waiting for beer 
to come back, and unfortunately it 
may take longer to realize this than 
the advocates of amendment of the 
Volstead act believe, why not get 


behind another new industry which 
deserves just as much support—that 
of air conditioning for offices, fac- 
tories, stores, railroads, theaters and 
public buildings, and homes? 

Those who have sweltered during 
the past week in the heat wave 
which embraced most of the Eastern 
section of the United States must 
have been impressed with the fact 
that Americans are a long-suffering 
people, and that they are willing to 
stand a lot of discomfort which could 
easily be eliminated through the ap- 
plication of a service already avail- 
able and only waiting to be applied. 

ADVERTISING AGE favors all new 
industries whose products will help 
the country and whose distribution 
will help business. Beer may be one 
—but why wait to get the benefit of 
business stimulation when the same 
thing may be had at once through 
air-conditioning? 


Information 
for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE, 


409. What Western Farmers 

Buying in 1932. 

Montana Farmer, Utah Farmer, 
and Pacific Northwest Farm Trio, 
comprised of Washington Farmer, 
Idaho Farmer, and Oregon Farmer, 
asked typical farmers in each of 
these states what they intended to 
buy during 1932, how much of each 
item, and what brands they pre- 
ferred. The results have been pro- 
jected for all farmers in the five 
states and presented in this booklet. 
Potential markets and brand pref- 
erences for everything from baking 
powder and table salt to automobile 
accessories and farm implements are 
covered. 


410. Where She Lives. 


Circulation of a recent issue of 
Modern Magazines, Modern Romances 
and Modern Screen, is analyzed by 
cities, counties, states and sections 
in this booklet, which also contains 
tables and maps showing percentage 
of circulation compared with per- 
centage of total population in each 
of the states, and percentage of urban 
and rural circulation. 


411. Closely Spaced Erplostons from 
Big Guns to Help Architects Sell 
More, Now. 


This pamphlet by Architecture de- 
scribes 14 editorial features which 
will be included in the magazine 
during the next six months. They 
include an issue devoted to new ma- 
terials, methods and accessories, addi- 
tional series of “outstanding archi- 
tectural biographies,” and _  photo- 
graphic portfolios of architectural 
details. 


412. Balanced Coverage. 


One of the most difficult problems 
a national advertiser has to contend 
with is proper coverage of the na- 
tional market, in relation not only to 
actual sales, but also sales potential, 
this booklet published by New York 
Herald Tribune contends. Basing its 
conclusions on Government popula- 
tion and Census of Distribution fig- 
ures, the book shows that almost 14 
per cent of all retail sales are made 
in the New York market, and points 
to the need for more intensive cul- 
tivation of this market. Interesting 
editorial and advertising data on the 
Herald Tribune Magazine are _ in- 
cluded. 


413. Buyers. 


To prove that readers of Quality 
Group magazines are above the aver- 
age in buying power a _ detailed 
analysis of subscribers in Hartford, 
Conn., was made. Results, showing 
the types of cars they own, the cost 
of their homes, how many bathrooms 
they have, and what retail stores 
think of their purchasing power, are 
detailed in the booklet. 

342. Where-to-Buy-It Service. 

For many years, advertisers have 
been struggling with methods of ty- 
ing their advertising up with the 
local dealer. The number of plans 
suggested to this end ran into large 
numbers. The American Telephone 
& Telegraph Company and associated 
concerns apparently have _ really 
solved the problem with their Where- 
to-Buy-It service in local classified 
telephone books. The company’s new 
brochure explains in detail how 
brand names which have been burned 
into the consciousness of consumers 
are translated into the tinkling of 
the local dealer’s cash register. 

392. A Modern Publishing Formula. 

This is not only the story of the 
publishing philosophy of Modern 
Magazines, but reprints of many of 
the advertisements which appeared 
in the May, 1932, issue and which 
deserve special mention for one fea- 
ture or another. The book describes 
the “modern media test” developed 
by the organization as “a new 
measuring stick of magazine values.” 


*Are 


THESE MODERN MAGAZINES 


> 


“Look, ma, what's in the ‘New Yorker'!"’ 


—College Humor. 


Voice of the Advertiser 


A Possible Solution 


To the Editor: An illustration in 
your July 16 issue shows the 2,250,- 
000th Frigidaire starting on a world 
tour, but the copy jumps it to 2,500,- 
000. Possibly production had reached 
this figure at the time of going to 
press. 

C. A. EMEry, 
Sales Pro. Mgr., Birtman 


Electric Co., Chicago. 


7 Vv 


Canadian Paper Also 
Has Reduced Rates 


To the Editor: It has been inter- 
esting to follow the correspondence 
in your columns since national mag- 
azines have reduced rates, different 
ones claiming the honor of starting 
the move. 

While we do not pretend to be 
classed with national magazines of 
the United States, our contention is 
that Western Home Monthly was the 
first magazine in America to publish 
an announcement for the benefit of 
advertisers during this depression. 
This announcement, made Sept. 1, 
1931, through the daily press and ad- 
vertising trade papers, took the form 
of an average bonus of 28 per cent 
in circulation for the next twelve 
months. The Monthly has continued 
this policy and is givingsa further 
bonus of 11 per cent in circulation 
during 1933. 

It must be understood that actual 
reductions in rates cannot be made 
in Canada because Canadian maga- 
zines have not the per capita cover- 
age of national magazines in the 
United States, and therefore in- 
creased circulation is what is princi- 
pally desired. 

A. LLoyp STOVEL, 
Adv. Mer., Western Home 


Monthly, Winnipeg. 


Done It Again 

To the Editor: We offered another 
year’s subscription to ADVERTISING 
AGE as a prize at our last meeting. 

Please enter the subscription of 
Arthur L. Shoemaker, for which 
check is enclosed. 

GEoRGE G. Marr, 
Secty., Scranton (Pa.) 
Advertising Club. 


Sloan’s Views on , 
Agency Commission 

To the Editor: I should like to 
amplify my recent statement on the 
agency commission situation by say- 
ing that I feel, and have always felt, 
that a flat rate of commission ap- 
plicable to all advertising accounts, 
whether large or small, and under 
all the varying circumstances in 
which accounts must be handled, is 
unfair—more particularly to large 
advertisers. 

Not only that, but it tends to urge 
the agencies to perform services to 
justify the fixed compensation, which 
frequently are a duplication of what 
the advertiser is also performing and 
at other times does not produce a 
result commensurate with the cost. 

ALFRED P. SLOAN, JR., 
President, General Motors 
Corp., New York. 


. 7 v 
Wants Information on 


Redesigned Packages 

To the Editor: Have you any 
copies of stories indicating the bene- 
fits that have been effected by chang- 
ing design of packages? 

One of our ‘clients would like to 
know the experience of other manu- 
facturers who have discarded com- 
pletely the old package and adopted 
new containers or new cartons. 

Any data or experiences along this 
line will be greatly appreciated. 

Mayo §S. KLaus, 
Stearn Advertising Co., 
Cleveland, O. 

(Editor’s Note: ADVERTISING AGE 
has provided Mr. Klaus with a par- 
tial list of some of the companies 
which have recently redesigned their 
packages. While many have merely 
changed the label, others have 
changed the size of the package or 
brought out an altogether new pack- 
age incorporating new conveniences. 
The study of packages, from the 
user’s viewpoint, has been one of the 
features of the past year.) 

vvwg 


Radio Appropriations 
of Food Advertisers 


To the Editor: Can you give us an 
approximation of the relative 
amounts of money spent by the ten 
largest national food advertisers on 
newspaper, magazine and radio? 

FreD M. JorDAN, 
Mer., Los Angeles Office, 
Hanff-Metzger, Inc. 


DIVISION OF FOOD APPROPRIATIONS 1931 


Company 
General Foods Corp..........cseeee 
Standard Brands, Inc............... 
Sy at ING. ¢ 6n.055.00-05.6 000600008 
EE ik 0.9, 6 4s 5is.s00e peenceeas 
REE HOM OO 6. ccs cccccscecccs 
eS to” re 
7k 2 a es SOOT ee 
a Se eee ee 
Libby, McNeill & Libby............ 
California Packing Corp........... 
National Dairy Products........... 
Co ee 
oon eke eeehatmebir 


Magazines Newspapers Radio 
$4,331,740 $2,000,000 $ 582,600 
2,991,000 1,600,000 1,273,210 
1,028,000 1,000,000 107,940 
562,700 2,000,000 118,340 
1,934,000 75,000 243,026 
636,660 1,220,000 74,500 
1,496,700 200,000 473,560 
1,075,800 40,000 1,180,130 
684,850 200,000 151,650 
966,390 200,000 .ecece 
271,220 700,000 133,200 
429,000 60,000 521,230 
355,225 125,000 268,650 
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Switch to Camels 
then leave them —if you can 
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TEXACO FIRE-CHIEF casouns 


Developed for fire enginies—Yours at ne extre price 


> Advertiser: Heinz Spaghetti Advertiser: Pillsbury's Flour Advertiser: Camel 
Agency: — Maxon, Inc. Agency: Dollenmayer Adv. Agency, Inc, Agency: Erwin, Wasey & Co, 
Space: 24 page Black and White Space: Back Cover Space: Back Cover 
Reader Interest: 57% better than Reader Interest: 74% better than average page Reader Interest: 174% better than average 
average page page 


- Heinz double column in 
Liberty competes with 
covers and color fo 


ads in Liberty stopped: 
This week (July 9 issues) 


“ > 
or “Best Read” honors 10 more pons ha in 
> = @ second weekly 
68% a ‘cr than in 
. third weekly 
EN a man pays a_ pretty much in the class Ten weeks (to date) 
| premium for a back heretofore appropriated by sae oes ba then in 
cover, he’s entitled to pre- _ bigger spenders. 64%, more persons than in 
mium attention value. But It may be significant that cnles wonmly 
when he gets such attention _ the Heinz rating was won in 
without paying for it, then Liberty—where, week after How to Stu dy These 
he’s entitled to brag to his — week /ast summer, ten con- “Best Read Ads” 
Board of Directors! secutive weeks this summer, € 
The Heinz ad reproduced all advertising pages were fp ore al a Pe 
at the top of this page not found to have stopped from Some tell us what they are learning about 
the things that make people notice an ad- 
only was NOT a back cover; 24% to 64% more persons vertisement. Others ask us how to go about 
it wasnotevenacolor page; than in other weeklies. ye roemaersane. Bata te ag 
nor e€ 4 r zin tri 1. Do not attempt to generalize from an 
- ne “~My . Eve y Wageeews Saereee individual advertisement. Remember that 
Yetitearnedtheattention highly ratedads prepared by _ each advertisement represents a sample of 
. : 50 interviews (although thorough inter- 
of 57% more persons than highly rated copywriters— _—_Yiews) in a single city where conditions 
the average full page ad in but it takes a highly rated ot iE ee en tle 
all the big weeklies (issues —_ space buyer to make them do 2. Study each individual advertisement 
: a ; is os ‘ only in relation to all the earlier publis 
cf July 9) which puts it their best in times like these. advertisements and subsequent ones. At- 
tempt to identify the characteristics which, 
while not necessarily found in a//, repeat 
more often than not. (One such character- 
istic is already generally agreed to be the 
%, READER INTEREST %1 READER INTEREST back cover position, heretofore largely 
| supported only by the tobacco advertisers. 
| RANGE RANGE Another such characteristic now readily a 
5 Sie: ‘ parent after 16 weeks of comparisons, is 
ae all Fiction and For all page ads in that advertisements “ Liberty generally 
eature Articles in : enjoy 24% greater reader interest than in 
Liberty , <ola e ben the second weekly, 64% more than in the 
. % / ier’s third. 
Colliers F Sat. Eve. P 3. Consider that the final answer to the 
S.E.Post ° at. Eve. Fost utility of these a Must exist in 
Men and Women ao Issues of July 9 th whether or not any such significant charac- 
Combined oot iagtotlne yr se Average bor teristics may be periodically discerned. 
Second Weekly a —* Lacking these, the most theoretically elab- 
Third Weekly af LIBERTY orate checking scheme is worthless. Enough 
“ Average for Ads in Second Weekly creative-minded advertising men, however, 
F Second Weekly tell us that their studies of the ‘‘best read 
ads’’ and of their own ads have been suffi- 
ciently productive of conclusions, other 
than those relating to position and choice 
of magazine, to warrant our preparation of 
Issues of July 9 th. scores of ‘‘reader interest ro ee cards"’ for 
=ua8 them every week. (If ee have not yet re- 
| Percentages based on readers Percentages based on circulat — your own card, you are invited to 
bin gareeniaa Weeiie RO. ABV. PAGES 0 so without obligation. Address Liberty, 
° : 5 + > tI? 5 7) > Research Department, 420 Lexington Ave- 
nue, New York City.) 


Advertiser: Texaco Gasoline 

Agency: | Hanff-Metzger, Inc. 

Space: Four Color Second Cover 

Reader Interest: 78% better than average page 


How much more fou enjoy 
.the cold meals yf. soup! 


Advertiser: Campbell's Soup 

Agency: F. Wallis Armstrong Co. 

Space: Four Color page 

Reader Interest: 57% better than average page 


Soci FRESH 


‘CAMELS 


Advertiser: Camel 

Agency: Erwin, Wasey & Co. 

Space: Back Cover 

Reader Interest: 152% better than average 


page 


Best Read Editorial 
Contents Prerequisite to 
Best Read Ads 


Average Fiction Story In Liberty 


Per Cent Better Per Cent Better 

Read ThanIn Read Than In 

Second Weekly Third Weekly 
Week of 


July 9th 21% 29% 
Average todate 5% 30% 

(10 weeks) 

Average Feature Article in Liberty 

Week of 
July 9th 110% 62% 
Average to date 84% 67% 

(10 weeks) 


berty. .. America’s BEST READ Weekly 


Ads remembered by greatest 
number of 150 readers of 
3 Big Weeklies interviewed 
by Percival White, Inc. this 
week in Kingston, N. Y. 
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What Do Motorists 
Think About? GMC 
Will Soon Find Out 


Detroit, Mich., July 21.— Higher 
postage has not prevented General 
Motors Corporation from sending one 
of the most elaborate questionnaires 
on record to a large number of car 
owners, with an addressed return en- 
velope carrying a six-cent stamp. 

The questionnaire, taking the form 
of a 16-page booklet, is sent in dupli- 
cate, one to be returned to H. G. 
Weaver, 3044 W. Grand Blvd., De- 
troit, the other to be retained by th 
driver. . 

The company makes a bid for fu- 
ture business and at the same time 
insures greater accuracy in the re- 
plies by suggesting the driver carry 
the duplicate with him for reference 
when he starts shopping for a new 
car. 

Not only mechanical aspects of 
automobiles, but car advertising, is 
covered. 

Most of the questions can be 
answered by a check-mark, though 
plenty of space is provided for those 
who wish to elaborate. 

The questionnaire is labeled, “The 
Proving Ground of Public Opinion,” 
and the foreword says: 


Object of Survey 


“This questionnaire is sent you in 
behalf of a leading group of auto- 
mobile manufacturers who are keenly 
alert to the necessity of having their 
products conform to the customer’s 
tastes and desires. 

“It has been the aim to make it 
interesting and informative from 
your viewpoint as a consumer, and 
it is felt that the time and effort that 
you devote to it may prove helpful 
to you when it comes to selecting 
your next car. (With this thought 
in mind an extra copy is being en- 
closed for your files). 

“I realize that many people look 
upon requests of this character as 
something of a nuisance. Can’t say 
that I blame them, and yet the fact 
remains that these sophisticated in- 
dividuals are the very folks whose 
ideas are worth the most in dictating 
future design. 

“So this is designed to appeal to 
those who usually ignore question- 
naires,—it is easy to read, in fact you 
can get the idea without any read- 
ing and no writing is necessary un- 
less you should feel the ‘urge.’ Asa 
matter of fact, the answers can be 
checked off with less effort than it 
takes to work a crossword puzzle. 

“So if you haven’t time to fill it 
out right now, just stick it in your 
pocket—and maybe it will come in 
handy while you are waiting for 
dinner.” 

The driver is asked what car he 
owns, what the body style is and 
when the car was made. He is also 
questioned about the number of per- 
sons in his family who drive the car; 
the speed of the car and the annual 
mileage. 


Influence on Buying 


“Of course, you want all of these 
things,” continues the questionnaire, 
“but which will influence you most 
when it comes to choosing your next 
ear?” The characteristics listed are 
comfort, ease of control, smoothness, 


appearance, speed, dependability, 
pick-up, low price, and operating 
economy. 


The questionnaire also reverses the 
picture and asks which is the most 
annoying maintenance item of a list 
given. 

A list of possible improvements is 
given and the driver is asked to in- 
dicate whether each is essential, de- 
sirable but not essential, undesirable, 
or whether he doesn’t care. 

Among these improvements are 
ride regulators, oversize balloon tires, 
safety glass, automatic choke, radia- 
tor shutters, syncro mesh transmis- 
sion, free wheeling, automatic clutch 
and automatic starter. 

The questionnaire is not content 
with getting the opinion of drivers 
on existing improvements, but asks 


each to take a look into the future. 

“Can you suggest any basic or 
revolutionary improvements that 
might logically take place in auto- 
mobile design within the next two or 
three years?” it asks. “Have you 
any suggestions for changes in de- 
sign that would improve appear- 
ance?” 

The outline of a car is shown, room 
being left for the driver to do some 
sketching, if he wishes. 

Advertising is not neglected. The 
questionnaire asks these leading 
questions: 

“What is the most recent auto- 
mobile advertisement that has at- 
tracted your attention? Whose ad- 
vertising has impressed you as being 
the most convincing? Does auto- 
mobile advertising give you the kind 
of information you desire?” 

Perhaps the last question is the 
most significant of all: 

“Outside of the automobile field, 
who, in your judgment, does the most 
effective and convincing advertis- 
ing?” 


Angus Group 
Now Has Six 


Publications 


New York, July 21.—The recent 
purchase of Outlook & Independent 
by Frank A. Tichenor, publisher of 
Aero Digest and Sportsman Pilot, 
and dominant figure in Angus Cor- 
poration, New York, makes a total 
of six publications now operated by 
this organization. 

Others in the group are Spur, 
Plumbers’ & Heating Contractors’ 
Trade Journal, and The Port. 

The last named paper, formerly 
published by the Port of New York 
Authority, was purchased with the 
intention of making it a shipping 
men’s review of world-wide port 
news. 


New Jersey Restricts 
Optical Advertising 

Despite vigorous protests by the 
Daily Group of the New Jersey Press 
Association and others the State 
Board of Optometrists has decided to 
continue the ban against advertis- 
ing prices for complete sets of 
glasses, but has no objection to quot- 
ing of prices for staple parts, such as 
frames. 

The Board based its ruling on the 
need for grinding lenses differently 
for each individual, with consequent 
difference in cost. 


Washington Press 
Group Elects Reid 


John H. Reid, publisher, University 
District Herald, Seattle, has been 
elected president of Washington 
State Press Association, in an elec- 
tion held by mail, succeeding 
Thomas E. Dobbs, publisher, Sno- 
homish Tribune. 

Other officers are David H. Dick- 
son, Elma Chronicle, secretary, re- 
elected; and Ralph E. Reed, Kenne- 
wick Courier-Reporter, treasurer. 


London Student Here 


R. H. Perry, Inc., London agency, 
has sent Miss Joan Pulman to 
America for a five-months study of 
American advertising methods. She 
is making her headquarters with 
Keeler & Stites Co., Cincinnati. 


Promote Credit Man 


The growing importance of credit 
men was stressed this week with the 
appointment of R. A. Hanner, credit 
manager, Brown & Williamson To- 
bacco Corp., Louisville, as a director. 


Suggests New Medium 


The chairman of New York city’s 
sanitation commission is urging sale 
of advertising space on the city’s 
refuse cans. 


RATING SCALE 


FOR MOTORISTS 


Here’s An Easy Way To Do This: 


First, 
sider MOST BSSENTIAL. - rate 
to yo, -<- 


read down the list and pick the feature that you con- 


it whatever you think it is worth 


then rate the other items in comparison with it, 


VERY LITTLE—>* —>—~- —> -—> —> A WHOLE LOT 


Dash Compartment Oo $1 $5 $10 $15 
Adjustable Seats o 1 S&S 0 15 
Ride Regulator o 1 5 WO 1 
Oversise Balloons OF 1 5 10 15 
Safety Glass o 1 5 WW 16 
Radiator Shutters ©O 1 5 10 15 
Syncro-Mesh 0 4. 6 wo 
Free Wheeling o 1 8 bw 3 
Automatic Clutch 0 1 5S 10 16 
Automatic Starter O 1 5 10 15 
Automatic Choke ®o 1 6 #0 16 
Floating Power o 1 5 WwW 15 
Hydraulic Brakes o 1 5 10 15 
" 

be ol o 1 6 10 16 


ie te ®o 1 5 10 15 


$20 $25 $50 $0 $50 Dash Compartment 


20 25 BW 40 SO Adjustable Seats 
20 25 30 40 50 Ride Regulator 
20 25 30 40 50 #£Oversize Balloons 
20 25 30 40 50 Safety Class 

20 25 30 40 50 # Radiator Shutters 
20 25 30 40 50 # £Syncro-Mesh 

20 25 30 40 50 #£«Free Wheeling 

20 25 30 40 50 Automatic Clutch 
20 25 30 40 50 automatic Starter 
20 25 30 40 50 automatic Choke 
20 25 30 40 50 #£Ploating Power 

20 25 30 40 50 #£=Hydraulic Brakes 
mm 0 wo mo me mete 

20 25 30 40 50 


One of the interesting features of the General Motors survey. 


SMALL THEATERS 
INDIGNANT OVER 
EXCLUSIVE RUNS 


New York, July 21.—Metro-Gold- 
wyn-Mayer and United Artists will 
put new distribution plans into effect 
on a large scale this season. The 
former will make sales for exclusive 
runs, while the latter has classified 
pictures and theaters as “A” or “B” 
and will distribute accordingly. 

“Any distributor can bid for ex- 
clusive runs of Metro pictures this 
year,” President Nicholas M. 
Schenck, of M-G-M is quoted by Mo- 
tion Picture Herald. 

“We will make exclusive deals 
wherever they are found to be of 
mutual advantage to exhibitor and 
distributor. Metro has followed that 
policy to a limited extent during the 
past season, and results are regarded 
as sufficiently satisfactory to justify 
continuance.” 

Where exclusive territory is sold, 
none of the pictures involved will 
be exhibited in the same territory 
later at lower prices. A group of 
Pictures, instead of only one at a 
time, may be sold on the exclusive 
basis, it is said. 

The Independent Motion Picture 
Theater Owners of Connecticut has 
passed a resolution denouncing the 
exclusive territory idea as an “abso- 
lute monopoly” and its practitioners 
as “public enemies.” 

The resolution indicated the asso- 
ciation will wage a legal fight 
against the plan. 


“Radio Stars” Will 
Appear in September 


Following successful introduction 
of Radio Stars Album, a one-time 
test publication, Dell Publishing Co., 
New York, will bring out a new 
monthly, Radio Stars, in September. 

The publication will be distributed 
through American News Co., S. S. 
Kresge Co. and S. H. Kress & Co. 
stores. It will guarantee 175,000 cir- 
culation. 


Badger Joins Hudson’s 


Stephen M. Badger, advertising 
manager of L. S. Ayres & Co., Indi- 
anapolis, has resigned to become as- 
sistant advertising manager of Hud- 
son’s department’ store, Detroit. 
George Benger, advertising manager 
of William H. Block Co., Indianap- 
olis, has also resigned. 


Open 50 Rite-Way 
Stores in Texas 


Western Grocer Co., jobber of 
Marshalltown, Ia., has begun exten- 
sive operation in the southwest with 
the opening of 50 Rite-Way stores in 
Texas, in co-operation with John 
Bremond Co., Austin. 

There are now 900 stores in the 
Rite-Way Chain. 


Double Crowd 
With $1 Cut 
at Arlington 


Chicago, July 21.—Arlington Park 
Jockey Club doubled attendance at 
its race track this week by cutting 
admission to $1 plus tax. Attend- 
ance Tuesday, the day on which the 
experiment took effect, was 17,000 
compared with an average of 6,000 
heretofore. 

The club announced that the $1 
price would continue for the re- 
mainder of the meeting, except Satur- 
day. 

It costs the public $2 to gain ad- 
mission to most of the country’s race 
tracks. In the East, the tariff is 
$3.85. 

Arlington Park Jockey Club is a 
non-profit organization, made up 
largely of business men. A. D. 
Lasker, chairman of the board, Lord 
& Thomas, is a director, and his 
agency handles the track’s advertis- 
ing. It created “shrine of racing” to 
describe Arlington. 

The public apparently doesn’t mind 
the tax on money bet at the track, 
but does object to paying too much 
for the privilege of witnessing the 
improvement of the breed. This ex- 
plains why Arlington’s innovation 
aroused so much enthusiasm. 


Pratt and Sherman 


Retail Radio Time 


Dr. Pratt and Dr. Sherman, radio 
team, have purchased an hour every 
afternoon except Sunday on KYW, 
Chicago, for their own program, and 
are selling a maximum of eight an- 
nouncements for each broadcast. 

The price is $25 for a 100-word 
announcement. 


STANDARD SIZE 
FOLDER ANSWERS 
5. B.’S PRAYER 


New York, July 21.—Hint to pub- 
lishers by T. Norman Tveter, space 
buyer for Erwin, Wasey & Co.: 

“A standard size presentation con- 
densed in an 81x 11-inch soft cover 
folder with a name tag on the cover 
will result in more orders—providing 
there is really something to sell— 
than facts drawn out in unnecessary 
adjectives and bound in odd-size, 
gold-lettered hard covers. 

“Any publication’s basic merits 
can be effectively presented in an 
8Y, x 11 folder of 5 to 10 pages.” 

Mr. Tveter pointed out that there 
are 21,000 publications on which the 
space buyer must keep data. He said 
the recently distributed data folder 
of The Ladies’ Home Journal is ideal 
from this viewpoint. 

“In your next call,” he advised 
publishers and representatives who 
don’t believe the foregoing, “just 
check over the table next to the desk 
of the advertising manager or space 
buyer. Maybe you will find the 
beautiful odd-size presentation at the 
bottom of the pile—if it has not 
already fallen into the waste basket. 

“Or maybe a question will reveal 
that your man was practical enough 
to tear off the fancy cover, and pick 
out the meat of it for filing.” 


POPULATION OF 
FARMS LARGER 


Washington, D. C., July 21—A net 
gain of 648,000 to a total of 31,260,- 
000 in farm population is reported 
for 1931 by the Bureau of Agricul- 
tural Economics. 

During the year 1,679,000 persons 
moved from cities to farms and 
1,472,000 from farms to cities. This 
is exclusive of the movement of un- 
employed to small tracts near cities, 
which is not regarded as a true re- 
turn to farming, but merely an ef- 
fort to obtain low-cost housing and 
subsistence. 

The increase in 1931 is regarded 
as the largest and most significant 
recorded by the Bureau, though it 
was accounted for in part by a sur- 
plus of births over deaths of 441,000. 

In 1930, the movements to and 
from farms almost balanced each 
other. In seven years of the last dec- 
ade, decreases in farm population 
were registered. 


Merge Grocery Papers 

Tuttle Publications, New York, has 
purchased Chain Store Review and 
will consolidate it with Groceries. 


DEVELOP NEW DISPLAY MATERIAL 


‘Prophy tac uc 


OOM stusmes 


+ 


Corrugated paper used to line cracker boxes gave H. R. Doughty & 
Associates, New York, the idea for Corobuff, new display material. © 
The company is national representative for the manufacturer, Fran 
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| 
| 
| ~ « 
till in the lead 
Maintaining the posi- yi 
tion established in © a 
| 1931, The Business _ 
Week carried in the first 
| six months of 1932 


more advertising pages 
addressed specifically 
to the business execu- 
| tives of America than 
any other publication. 


THE 
BUSINESS WEEK 


330 W. 42nd STREET . NEW YORK 
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CATLIN DEFENDS 
EMPLOYMENT OF 
‘GERM EXCHANGE 


Says Negative Appeal Was 
Deliberate 


Easton, Pa. July 21.—Asserting 
that the attitude of G. T. Jahnke, 
advertising manager of the Liquid 
Carbonic Co., Chicago, “is natural in 
view of the effect of Dixie paper cup 
service upon the sales of his com- 
pany’s tumbler-washing equipment,” 
J. D. Catlin, sales promotion man- 
ager, Individual Drinking Cup Co., 
has replied to Mr. Jahnke’s criticism 
of recent Dixie copy. 

An advertisement in Collier's, 
headed “No soda fountain need be a 
germ exchange,” was characterized 
by Mr. Jahnke as “a detriment to the 
fountain industry because of its 
powerful negative appeal.” 


Mr. Catlin said the “negative ap- 


THIS STARTED IT 


mNDBiViD 


DIXIES. 


"No soda fountain need be a ‘Germ 
Exchange,’ said this copy. 


peal” of the advertisement was by no 
means accidental. 

“We employed both the positive 
appeal of our product’s attractiveness 
and the negative angle, directing 
public attention to the unwholesome 
practices at too many soda foun- 
tains,” he wrote Mr. Jahnke. 


“We do not share your view that 


this negative approach is adverse to 
interests of soda fountains as a 
whole. Rather it is distinctly in the 
interests of those fountains which 
have a proper sense of their responsi- 
bility to the public. These fountains 
deserve an increasing share of the 
public’s patronage. 

“Our advertisements have not 
claimed that Dixies are the sole 
means of evidencing this sense of 
responsibility. We have pointed out 
that glasses or other multiple-use 
containers can be made perfectly 
safe. 


Objective of Attack 


“Our attack is not directed against 
other containers as such, but against 
the misuse of them. Naturally, we 
advocate individual service over 
sterilization as a more positive and 
readily identifiable means of accom- 
plishing the desired result. Natur- 
ally, too, we advocate Dixies as the 
most tasteful and acceptable indi- 
vidual service.” 

Mr. Catlin denied Mr. Jahnke’s 
charge that statements in the adver- 
tisement were overdrawn. 

“On the contrary,” he asserted, 
“the data we have collected from 
authoritative sources—including an 
exhaustive report by a nationally 
known research laboratory — would 
justify plain statements of fact com- 


pared with which our advertisements 
reveal our extreme restraint. 

“The phrase which is the keynote 
of Mr. Jahnke’s criticism was quoted 
from a statement by the nation’s 
ranking authority on public health. 
If we have overdrawn the facts, so 
have almost all public health authori- 
ties in the country, the legislatures 
of practically all states and the gov- 
erning bodies of an overwhelming 
majority of municipalities who have 
adopted codes, laws or ordinances de- 
signed to eliminate or control this 
recognized menace.” 

Referring to Mr. Jahnke’s asser- 
tion that even the use of Dixie cups 
cannot guard patrons of soda foun- 
tains from other dangers, Mr. Catlin 
continued: 


Claims for Dixies 


“We make no claim for Dixies 
beyond their safeguarding against 
the many contagions which result 
from mouth contact. Nor are we 
undertaking an all-inclusive crusade. 
Yet the existence of other dangers 
against which the public can not, or 
at lea8t does not protect itself, is 
hardly a valid argument for submit- 
ting to a particularly serious one 
which is so readily avoidable. 

“Facts which have developed re- 
cently have made it apparent that 
the public is becoming increasingly 


Why make 


your prospects to authorized dealers 


Consumers don’t have to guess who sells your product 


when it’s listed in “Wh 


ere to Buy It.” 


They simply turn to their classified telephone books and 
look for the trade name of your product or service. There 
they find the names, addresses and telephone numbers of 
authorized local dealers. (See illustrations below.) 


This simple device 


can save you many a sale. Can 


check substitution. Can make results from your adver- 
tising more certain. Can make your dealers’ franchises 
mean more. It is as sure as it is simple. 


Ourcex teaning 


Also Kasse 


Enain on, 


Proot mn Water. 
ang om Used 


“ever Gor. Out 


her guess 
who sells it? 


@ The classified telephone book directs 


Continued use by such manufacturers as General Electric, 
Ford, Exide, Buick, Goodrich, RCA-Victor (and others) 
testifies to the effectiveness of “Where to Buy It.” 

“Where to Buy It” can be “tailored” to fit your distri- 
bution exactly—whether it be national or sectional, rural 
or urban, intensive or spotty. For “Where to Buy It” is 
available in more than 25,000 cities and towns. 

Ask your advertising or sales counsel for full partic- 
ulars about this service. Or write or telephone: 


Trade Mark Service Manager, American Tele- 
phone and Telegraph Company, 195 Broadway, 
New York, N. Y. (EXchange 3-9800) or 208 W. 


Washington Street, Chicago, Ill. (OFFicial 9300). 
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aware of this danger, and that the 
fountains’ continued enjoyment of 
popular favor depends upon their 
early recognition and meeting of the 
public sentiment. 

“Anything we can do to hasten its 
emphatic expression, and to point 
out to the fountains the ways it can 
be met is, we are convinced, a true 
service to the fountains as a whole 
as well as to the public. Our efforts 
will inevitably be resisted by those 
stand-pat elements which exist in 
every business and operate on the 
principle of getting by as long as 
possible, but their resistance can not 
succeed against the public’s wishes, 

“In the past year, there have been 
five separate tests of the public senti- 
ment on this subject—one an investi- 
gation conducted on a nation-wide 
scale by Crossley, Inc., and the others 
in various cities. The results have 
ranged from a 60 per cent to a 90 
per cent expression of preference for 
Dixies over multiple-use containers. 

“The only reason there is not yet 
a percentage of Dixies installations 
at fountains corresponding to this 
ratio of public preference is the well- 
known long-suffering patience of our 
American public. It is only now be- 
ginning to express its preference in 
a manner which will soon be unmis- 
takeable to fountain owners. 

“Meanwhile, unless you _ believe 
that the promotion of tire chains or 
safety glass had an adverse effect 
upon the automobile industry, be- 
cause the advertising stressed dang- 
ers of motoring from which these 
products offered protection, it is diffi- 
cult for us to follow the logic of your 
opinion that our advertising can im- 
pair the total business done by soda 
fountains. 

“We do expect that the immediate 
effect of our efforts will be to turn a 
greater share of the total patronage 
to those fountains which best deserve 
it, and that the ultimate effect will 
be to increase the total by making 
fountain service even more accept- 
able than it is today.” 


Hamilton of Cuticura 


Fame Passes Away 


Charles Lyman Hamilton, presi- 
dent of Potter Drug & Chemical Co., 
Malden, Mass., makers of Cuticura 
ointment, soap and talcum powder, 
died recently of a heart attack. 

Mr. Hamilton joined the company 
as a bookkeeper in 1883, and was in- 
strumental in building the advertis- 
ing policy which sold its products 
throughout the world without a sales 
force. He was appointed general 
manager in 1906 and elected presi- 
dent in 1922. 


Lord & Thomas Will 
File Radio Programs 


Lord & Thomas have purchased 
special phonograph disc recording 
and reproducing apparatus’ with 
which to preserve Lucky Strike 
radio programs exactly as they go 
on the air. 

The file is expected to prove espe- 
cially valuable in affording rehear- 
ings for program analyses and study 
of artists’ microphone technique. 


Debutantes Would 


Model for Advertisers 


Muriel Richards, a sub-deb, Eliza- 
beth Steele and Virginia Parsons, all 
social registerites and the latter two 
members of the Junior League, have 
registered for employment as models 
to commercial artists and photogra- 
phers. 

Their services are available 
through Norman E. Dowsing, Inc., 
New York. 


Manufacturers Endorse 
Silk Promotion Plans 


Paolini Gerli, president of the Silk 
Association of America, New York, 
announced domestic mills and pro- 
ducing countries have _ tentatively 
approved plans for cooperative silk 
promotion. 

Mr. Gerli said advertising would 
probably emphasize the style pres- 
tige of silk and suggest new uses. 


To Advertise Maltex 


Malted Cereals Co., Burlington, 
Vt., Maltex cereal, has appointed the 
Samuel C. Croot Co., New York. 
Newspapers, posters and radio will 


be used. 
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July 23, 1932 


ADVERTISING AGE 


TRANSPORTATION 
ISSUES RELATED 
IN ADVERTISING 


Fort Worth, Texas, July 21.—Rail- 
roads and their opponents, motor 
trucks, are pleading their respective 
eases before the bar of public opin- 
ion as tests of the validity of laws 
affecting truckers are scheduled to 
reach the courts. 

The roads are using newspapers 
and magazines, signing their copy 
“The Texas Railroads.” The adver- 
tising is placed by the Association 
of General Managers of Texas Rail- 
roads, Houston. 

The Truck Operators Protective 
Alliance is telling its side of the story 
in publications and radio. 

The 1931 Texas Legislature _re- 
stricted loads of trucks to 7,000 
pounds and the length, with trailers, 
to 35 feet. Pending tests, injunctions 
have been secured by trucking com- 
panies. 


Railroads’ Complaint 


“The ability of commercial trucks 
to operate with various charges for 
their services,” said one piece of 
railroad copy, “has been because they 
are not required to carry all kinds 
and classes of freight. 

“The truck can choose its freight 
and is privileged to reject that which 
it cannot handle, either because it 
is not equipped for such heavy serv- 
ice or the rates are too low to be 
profitable. The railroad cannot dis- 
criminate, but must accept all freight 
offered it.” 

The same copy said the $225,223,- 
000 paid Texas railroads by ship- 
pers in 1930 would have been $900,- 
000,000 if the goods had been shipped 
by truck. 


Condemn Misleading 
Feather Pictures 


Use of advertising illustrations 
which tend to mislead the public as 
to the source of its products has 
been condemned by the feather and 
down industry and incorporated in 
trade practice rules approved by the 
Federal Trade Commission. 

Selling as new, feathers or down 
previously used in the manufacture 
of another article is also prohibited. 


Book Studies Effect 
of Sales Taxation 


Revenue-producing and economic 
effects of general sales taxes 
throughout the world are discussed 
in “General Sales Taxation, Its His- 
tory and Development,” by Alfred D. 
Buehler, Ph.D., associate professor 
of economics, University of Vermont. 

The book is published by Business 
Bourse, New York. 


Milwaukee Club Has 


Executive Secretary 


As a step toward greater promo- 
tional activity, Milwaukee Advertis- 
ing Club has appointed Harry Sim- 
mons executive secretary. 

Mr. Simmons will be in charge of 
the permanent headquarters of the 
club in Wisconsin Hotel. 


Drug Administration 
Wins Remedy Case 


A decision in favor of the Federal 
Food and Drug Administration, 
which had seized supplies of B. & M. 
External Remedy, was given by the 
Federal District Court at Baltimore 
July 19. 

The label made remedial claims 
for tuberculosis, rheumatism and 
other serious diseases. 


“Ledger” Changes Format 


Effective with the August issue, 
the format of Retail Ledger, Phila- 
delphia, will be changed and the 
page size reduced to 91/,x14 inches. 
It formerly was produced in news- 
paper style. 


Flying School Advertises 


Spartan School of Aeronautics, 
Municipal Airport, Tulsa and Will 
Rogers Airport, Claremore, Okla., 
has placed its account with Ehlin- 
ger & Higgs, Tulsa. Aeronautical 
trade papers are being used. 


Two Air Conditioners 
Developed in Tulsa 


Tulsa is making a bid for recogni- 
tion as the “air conditioner city” 
with the development of two new air 
conditioning devices for use in 
homes and small rooms. One known 
as “Humair” is being manufactured 
by Dean & Stevens, and the other, 
“Deniwind,” by Southern Cornice Co. 

Both plan invasion of the national 
market. 


Sell “Invisible” Swatter 


An “invisible” fly swatter devel- 
oped by Parisian Novelty Co., Chi- 
cago, as an advertising novelty, is 
now being sold to the public. Unem- 
ployed carpenters and others have 
been turned into salesmen. 


Broadcasting 
31.6 Per Cent 


Ahead of 1931 


New York, July 21.—While there 
was a seasonable decline in radio 
broadcasting in June, the figure of 
$2,995,556 represents a gain over 
June, 1931, National Advertising 
Records reports. Broadcasting in 
June, 1931, amounted to $2,834,905. 

Radio advertising for the first six 
months of 1932 totaled $22,808,627, 
compared with $17,403,238 for the 
first half of 1931. 


Advertisers of foods 


and food 


beverages are by far the largest 
users of radio at present, their fig- 
ure for June being $1,024,910, or 
more than 34 per cent of the total. 

The drug and toilet goods industry 
comes second, with $699,189 and to- 
bacco third with $413,859. 


McLeran Leaves Agency 

Allen McLeran, formerly with Mo- 
ser, Cotins & Brown, New York, has 
joined Bard Parker Co., New York, 
surgical instruments, as advertising 
manager. 


Kilbourne with Agency 


Wayne Kilbourne, former advertis- 
ing manager, Investors Syndicate, 
will join Erwin, Wasey & Co., Minne- 
apolis, Aug. 1. 


Dodge Promoted 


Harry D. Dodge, former manager 
of the export department, Graham- 
Paige Motors Corp., Detroit, has 
been appointed managing director of 
Graham-Paige Motors (Canada), 
Ltd., Walkerville, Ont. 


Has Engel Account 


Engel Art Corners Manufacturing 
Co., Chicago, has appointed Root Ad- 
vertising Agency, Chicago. General 
magazines and stamp papers will be 
used. 


Railroad Has Magazine 

Chesapeake & Ohio Railway Co., 
Richmond, Va., has begun publica- 
tion of The Reader for general cir- 
culation. 
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with Mrs. Van Whonk? 
Mr. Van Whonk. 


is decided by a conference 
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WOMAN WHO BUYS 


Laws pretend you make radio sets. 

Mrs. Van Whonk is buying one. Naturally you would like 
to have her buy one of yours. One of your dealer’s salesmen is 
doing his best to make the ending a happy one for you. 

But something is wrong. Mrs. Van Whonk is not going to 
buy your set. Even now she is pointing at your competitor’s 
product and saying, “I guess I'll take that one after all.” 

The salesman sold her—yet she didn’t buy. What is wrong 


Last night the Van Whonks decided their old set wasn’t 
good enough any more. He said he guessed they could afford 
a new one. She wanted the new set to go well with the new 

* curtains. He wanted it to go well with the old ears. 

Happily, they found an advertisement that told about a 
radio which they were able to compromise on. That’s the set 
she went out to buy. That’s the set she bought. 

Women are the purchasing agents of the family. Their hus- 
bands are the treasurers. Every purchase of any consequence 


between the two. Behind every 


woman, when she buys, stands the shadow of a man. 

Obviously, the manufacturer who convinces the husband 
and the wife at the same time has a tremendous advantage 
over his competitors. He can do this by advertising his prod- 
uct in a Family Group magazine. t 

Redbook is a Family Group magazine. Its natural habitat 
is the living-room table, for it is read by men and women in 
almost exactly equal numbers. To be specific, every thousand 
copies are read by 1480 women and 1420 men. In Redbook, 
moreover, your message reaches both sexes for 25% less than 
it costs to reach one sex alone through other media! 

Sell the family and you sell all. Redbook Magazine, 230 
Park Avenue, New York City. 
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Dealer Tells 
of Competition 
By Government 


Washington, D. C., July 21.—The 
commissary store at the Norfolk 
Navy Yard has just established a 
gasoline station, which has receipts 
of $125 a day, the special House com- 
mittee investigating Government 
competition with private business 
was told last week by L. F. Savage, 
a Portsmouth (Va.) merchant. 


Stores maintained under the super- 
vision of the commandant of the 
Norfolk navy yard sell lingerie, per- 
fumes, refrigerators, radios and spare 
parts for automobiles, he said. They 
take between $5,000,000 and $6,000,000 
annually away from merchants of 
the vicinity. Even a loan agency is 
operated. 

The U. S. S. Mississippi, he testi- 
fied, has established a branch store 
in Portsmouth, carrying a full line 
of tobacco, soft drinks, sandwiches 
and coffee. The enlisted personnel is 
forced to utilize the locker service in 
this store, he said. 

The co-operative store and restau- 
rant in the Navy Yard at Portsmouth, 
he charged, handles everything any- 


one wants. The organization pays 
no taxes to anyone, and receives free 
quarters, light, heat and fuel. Pri- 
vate citizens working for the yard 
under civil service are given charge. 


“Magazine White 
Book” Is Published 


First edition of Magazine White 
Book, giving complete advertising 
data for the first six months of 1932 
on 104 magazines, will be ready for 
distribution July 25. White Book 
Corp., 19 W. 44th St., New York, is 
the publisher. 

J. P. West has joined the organiz- 
ation as middle west representative, 
with offices in Chicago. 


National Biscuit Appoints 


Believing that merchandising prob- 
lems in the western states are differ- 
ent enough from those in other sec- 
tions to warrant different methods, 
National Biscuit Company has placed 
the western part of its Shredded 
Wheat campaign with Botsford, Con- 
stantine & Gardner, Seattle. 


“Chatelaine” Shows Gain 


The Chatelaine, Canadian woman’s 
magazine published in Toronto, 
showed a gain of 11 per cent in ada- 
vertising in the second quarter of 
1932 compared with last year, and 60 
per cent compared with 1930. The 
publication was started in 1928. 


UNCLE SAM MAY 
TRY SKILL AT 
ADVERTISING ? 


Parks Reviews History of 
Brunner Bill 


Asheville, N. Car., July 20.—While 
advertisers are asking for lower 
rates, newspapers are having great 
difficulty in maintaining costs at the 
present level, the Southern News- 
paper Publishers Association heard 
from J. S. Parks, Fort Smith (Ark.) 
Times-Record, among other speakers. 

Mr. Parks, who is chairman of the 
postal and legislative committee, de- 
scribed newspapers’ vain fight against 
an increase in second-class postage, 
affecting advertising sections. 

The increase, effective July 1, 1932, 
is one-half cent for the first two 
zones; one cent for the third zone; 
two cents for the fourth, fifth and 
sixth zones; three cents for the sev- 
enth and eighth zones. r. 


POSTAL CHAIRMAN 


J. S. Parks 


Mr. Parks predicted revival of the 
effort to put the post office in the 
advertising business with poster ad- 
vertising on mail trucks. He ex- 
plained: 

“Use of Railway Express Agency 
trucks for poster advertising has 
caused the plan to be suggested for 
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mail trucks. Representative Brun- 
ner, Democrat, of New York intro- 
duced a resolution, H. R. Res. 404, in 
the House May 24 to authorize the 
Postmaster General to negotiate for 
advertisements to be placed on mail 
trucks of the Post Office Department. 

“While the resolution was referred 
to the House Post Office Committee 
of which Representative Brunner is 
a member, no action had been taken 
up until the time Congress adjourned. 
It is likely that hearings will be held 
at the session beginning next De- 
cember. ; 

“Obviously, adoption of this policy 
would place mail truck advertising 
in direct competition with all other 
media. Representative Brunner 
claims his only purpose is to provide 
additional revenue to meet the postal 
deficit. He says an offer of $2,166,000 
has been made for the concession by 
Robert F. Meyer, New York advertis- 
ing man. 


Free Advertising 


“While the Post Office Department 
is said not to be inclined to favor 
the Brunner proposal, the Depart- 
ment is not entirely free of responsi- 
bility in fostering proposals of this 
kind. Some months ago the S. N. 
P. A. called attention to the policy 
of the Department in placing adver- 
tisements on mail trucks directing 
attention to display advertisements 
about parcel post in telephone direc- 
tories. 

“The director of Parcel Post at- 
tempted to justify his position by 
claiming that the advertisements 
were given the Department free of 
cost while newspaper and periodical 
publishers would charge for adver- 
tising space. 

“The publishers of telephone di- 
rectories apparently donated their 
space for the sole purpose of direct- 
ing public attention to this particu- 
lar advertising medium, a_ policy 
which presented salesmen of this 
space with an excellent argument 
as to the effectiveness of telephone 
directories for advertising. Despite 
protest, the Department’s policy re- 
mains unchanged.” 

Mr. Parks also expects H. R. 7716, 
prohibiting radio lottery advertising, 
to be revived at the December ses- 
sion of Congress. 

Slight reductions in labor costs 
have been effected, it was reported 
for a special standing committee of 
the American Newspaper Publishers 
Association. 

During the fiscal year ended March 
10, 1932, the A. N. P. A. was in- 
formed of 82 new wage contracts, 53 
making no change in pay, 23 pro- 
viding for a reduction. In addition, 
104 old contracts were renewed 
without change. 

The committee reiterated its op- 
position to a five-day week and urged 
publishers to be vigilant lest the 
union extend its jurisdiction to new 
equipment coming into vogue. 


Second Class Mail 
Regulations Changed 


Under the new revenue act, copies 
of a publication, other, than a weekly, 
when mailed at a post office at which 
it is entered, for delivery at a dif- 
ferent post office within which the 
headquarters or general business of- 
fices of the publisher are located, 
shall be charged with the rate that 
would be applicable if they were 
mailed from the latter office, unless 
the first rate is higher. 

This provision does not apply to 
publications already entered. 

Under the law, original application 
for second class entry must now be 
accompanied by a $100 fee, and ap- 
plications for re-entry or additional 
entry with a $10 fee. Registry as a 
news agent costs $20. 


Heister Promoted ; 
It’s Wedding Gift 
Edwin T. Heister has been ap- 
pointed local advertising manager of 
Chicago Evening American, the news 
being broken to him as he returned 
from his honeymoon. 
He succeeds Walter Rompel, who 
has become advertising director of 
Boston Daily Record. 


Plymouth Makes Taxi 


A new taxicab model on a 112-inch 
wheelbase chassis has been intro- 
duced by Plymouth Motor Corp. It 
will be marketed by De Soto, Dodge 
and Chrysler dealers. 
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Tower and “333” North Michigan 


Photo taken from Collins & Alexander's Plant at 65 East South Water Street, Chicago 
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ADVERTISING AGE 


July 23, 1932 


Are You Game 
To Try It? 


Capaste Men 
oF CHARACTER, out of po- 
sition, or in position and 
wishing to change, may 
find a place for themselves 
in life insurance—if they 
possess the industry and 
patience to build up a per- 
manent clientele. 


The capital required is 
the will to work and be 
content with moderate re- 
turns at the start, being 
assured as the years go on 
of a substantial and in- 
creasing permanent in- 
come. 


If you are game to try 
it, write John Hancock 
Inquiry Bureau, 197 
Clarendon Street, Boston, 
Mass. 


=e 
LiFe INSURANCE Com 
oF BosTon, Massacnusetrs 


69 years in business, outstanding 

insurance more than 3 Billion 600 

Million Dollars on 4% million 

persons. Among the strongest in 

reserves and assets. A mutual 

company paying annual dividends, 
A. A. 7-32 


Seven Reduce Rates 


In Magazine Field 


New York, July 21.—Six more 
magazines and farm papers reduced 
or adjusted advertising rates this 
week. The list includes Time, Red- 
book, Household Magazine, Capper’s 
Farmer, Farmer's Wife, Farm Jour- 
nal and Nation’s Business. In addi- 
tion Review of Reviews added the 
circulation of World’s Work without 
any increase in rates. 

Time's new page rate is $1,460, 
compared with $1,540 heretofore. 
The change is effective Aug. 15. 

Redbook reduced black and white 
10 per cent, and color as high as 20 
per cent, effective with October. The 
new black and white page rate is 
$1,800. The circulation guarantee 
will be maintained. 

Household Magazine has adopted 
a page rate of $5,700, effective in 
October, and comparing with $6,200 
heretofore. 

Capper’s Farmer has reduced its 
page rate from $3,000 to $2,800, also 
effective October. 

Farmer’s Wife, of St. Paul, an- 
nounced a rate reduction of from 
$3,300 to $3,100, effective September, 
while increasing its guarantee to 
950,000. 

While Nation’s Business has not 
as yet issued a new rate card, it an- 
nounced that with the September 
issue it will return to its 1926 rate 
of $5 per thousand circulation, with 
a guarantee of 240,000 for the last 
four months of 1932 and all of 1933. 

World’s Work, published for 32 
years by Doubleday, Doran & Co., 
has been acquired by Review of Re- 
views Corp. With the August issue 
the two papers will be merged as 
Review of Reviews and World's 
Work. The Review of Reviews’ rate 
of $600 a page will continue, in spite 


An agency executive says: 


“You have proved the advertis- 
ing field needs a newspaper.” 


$1a Year..52 | Issues 


USE THE COUPON 


ADVERTISING AGE, 


537 S. Dearborn St., 
Chicago. 


You may enter my subscription for one year. I enclose 
$1 (check, currency, or money order). 


Company 


MME 200i. ances de etecs 
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of added circulation. The combined 
A. B. C. statement for the first six 
months of 1932 will show a total of 
183,000, the paper said. 

Time's new rate card is the first 
it has ever published to show the 
guaranteed rate per thousand of 
every unit of space. 

“This is not a rate ‘adjustment,’” 

said the paper. “Both page rates and 
rates per page per thousand are re- 
duced a full 5 per cent, for the new 
rates, like the present ones, are 
based on 400,000 guaranteed net paid 
circulation. 
“This new cut, following previous 
reductions in the 1932 per page per 
thousand rates, brings basic rates 10 
per cent below 1931 for black and 
white, 15 per cent for color.” 


RATE TROUBLES 
OF PAST YEAR 
ARE REVIEWED 


Gaines’ Committee Reports 
toS. N. P. A, 


Asheville, N. Car., July 20.—News- 
papers are holding their own in the 
national advertising field, L. A. 
Gaines, Richmond News - Leader, 
chairman of the advertising com- 
mittee, Southern Newspaper Pub- 
lishers Association, reported at the 
annual meeting here. 
The committee on 
agents also reported. 

“In the field of national advertis- 
ing,” said Mr. Gaines, “newspapers 
had 46.4 per cent of the total dollar 
volume in 1931, 45 per cent in 1930, 
and 47 per cent in 1929. 

“It is an accurate assumption that 
newspapers are holding their own 
in relation to other forms of adver- 
tising and it follows that the in- 
crease enjoyed by radio has been at 
the expense of other mediums.” 
Mr. Gaines pointed to some of the 
complications which have arisen dur- 
ing the past year. One was the re- 
fusal of MHanff-Metzger, Inc., New 
York, to pay for an advertisement 
which did not appear on the radio 
page, when the newspaper in ques- 
tion had no such page. 

Another was General Motors Cor- 
poration’s request for discounts for 
volume. The association issued a 
questionnaire on this point, as it did 
on a request of Erwin, Wasey & Co. 
for the same discounts on national 
advertising as are accorded in the 
local field. 


Mail Order Copy 


advertising 


Another questionnaire on mail or- 
der advertising developed the infor- 
mation that 49 of 77 newspapers re- 
plying accept this type of copy, while 


26 do not. Of those accepting such 
advertising, 29 indicated certain 
qualifications. 


Mr. Gaines referred to questionable 
classified advertising which in one 
case brought hundreds of people to 
Copperhill, Tenn. 

“Publishers are urged to have 
their classified managers maintain a 
strict system of checking classified 
copy for false or misleading proposi- 
tions,” he said. 

Commenting on the rate question, 
Mr. Gaines said both local and na- 
tional advertisers have made re- 
quests for reductions. 

“On the whole, it appears very un- 
sound to make rate reductions,” he 
commented, “but each paper must 
handle its own problem individually.” 

In common with other committee 
chairmen, Mr. Gaines paid a warm 
tribute to the ability and energy of 
Cranston Williams, the association’s 
secretary-manager. 

The committee on advertising 
agents reported 8 changes since the 


General 1931 1932 
American Golfer ....... eee 13,2389 
Arts & Decoration...... 18,844 8,267 
Better Homes & Gardens.13,343 10,304 
Burroughs Clearing 

OE eer 7,122 5,804 
Field & Stream......... 13,875 10,380 
Pac ete ees exis eae 17,222 
Fur-Fish-Game ........ ees 4,673 
Home & Vielé.........- 9,524 6,869 
House & Garden........ 30,750 11,407 
House Beautiful........ 16,035 4,137 
Hunter-Trader-Trapper. 6,108 4,775 
Hunting & Fishing..... 7,300 6,694 


Modern Mechanics...... 10,110 7,124 
National Geographic.... 5,796 . 
National Sportsman..... 9,470 8,617 
Nation’s Business....... 26,821 15,105 


Outdoor America....... 5,782 1,912 
SE Mc ceencea ne ee 8,587 7,207 
Popular Mechanics...... 17,044 10,001 
Popular Science........ 11,412 4,557 
Scientific American..... 2,797 1,653 
ne, eee 10,925 10,116 
SOON occ nr eacecnese 19,793 9,052 
SE a5 i553 cde ea sas VEeS 45,806 21,957 
errr er 5,083 
| Pere 20,118 9,770 

Potal Greep...ccccce 317,362 220,203 


JULY ADVERTISING IN MAGAZINES 


Mail Order 


Blade & Ledger......... 2,974 2,093 
oo , ere 3,172 3,192 
"Re 2,505 3,239 
Hearth & Home........ 2,519 %3,239 
Meemee CHORD cccccccese *1,789 
. ¥... earerrerr 2,454 1,708 
Household Journal...... 3,104 %1,283 
Illustrated Mechanics... ae 779 
Modern Woodman....... 1,143 251 
DOG satacccansd ee eees 2,327 1,927 
Sovereign Visitor....... 1,362 795 
Wotes GOW. 6 s:ck occ ss 21,560 20,295 
*June and July issues are com- 
bined. 
Other July Lineage 
1931 1932 
Picture Play .....cceees 5,148 4,433 
Modern Magazines...... 6,102 9,323 
American Legion ‘ 
POPP TT ee 4,980 5,231 
Motion Picture......... 14,982 11,703 
Movie Classic........... 10,301 11,067 
Silver Screen..........- 9,121 3,550 
ee ee 10,178 2,628 


—The Advertising Record Co. 


Mrs. Roosevelt 
to Edit “Babies” 


New York, July 22.—Mrs. 
Anna Eleanor Roosevelt, wife 
of Gov. Franklin D. Roosevelt 
of New York, will edit a new 
Macfadden publication, “Ba- 
bies: Just Babies,” which will 
make its first appearance in 
September. 

Mrs. Roosevelt, who has 
written for many women’s 
magazines, will be assisted in 
her editorial duties by her 
daughter, Mrs. Curtis B. Dall. 


last annual meeting. Four agencies 
were added to the recognition list, 
two were dropped and two more 
changed names, but remained on 
the list. 

“While the general rules of S. N. 
P. A. recognition have always been 
considered somewhat flexible, with 
authority lodged in the committee 
finally to decide all questions,” said 
the report, “the committee has con- 
tinued to hold that an agency, to be 
entitled to recognition, should be 
bona fide and not a ‘house agency’ 
in any sense; have at least two na- 
tional accounts and a minimum of 
$3,000 in liquid assets more than 
liabilities. 

“The character of the principals, 
previous experience, plans for the 
future and other factors are con- 
sidered.” 


Cleveland Club 
Re-Elects Kellstadt 


Charles H. Kellstadt, manager 
Cleveland stores, Sears, Roebuck & 
Co., was re-elected president of 
Cleveland Advertising Club at its 
annual meeting. Other officers are: 
first vice-president, Harry W. Dank- 
worth, Dankworth Co., re-elected; 
second vice-president, Robb O. Barth- 
olomew, Bartholomew, Leeper & Gris- 
wold. 

Treasurer, Dale Brown, Guardian 
Trust Co.; secretary-manager, Hor- 
ace C. Treharne, re-appointed; trus- 
tees, Guy Baker, W. N. Bayless, 
George F. Buehler, Dr. W. Harry 
Freda, Harry Howlett, James Leslie 
Hubbell, Wilbur H. Hyde, Chas. W. 
Mears, W. T. Symes, Paul Teas, and 
Harry B. Winsor. 


Tyson New Manager 
of Radio Chain 


Leo B. Tyson has been appointed 
general manager of Don Lee Broad- 
casting System, Los Angeles, suc- 
ceeding Lewis A. Weiss, who resigned 
to become vice-president of WJR, 
Detroit, and manager of WGAR, 
Cleveland. 

Station KHJ, Los Angeles, has 
been chosen as production headquar- 
ters for the eight stations in the Lee 
chain and key station of the Colum- 
bia chain on the Pacific coast. 


Charge False Advertising 


Officers of National Investors, Inc., 
fermerly doing business in Omaha, 
have been indicted under a Nebraska 
statute that provides a penalty of 
from one to five years for false ad- 
vertising. 


Hormel Votes Dividend 


Directors of George A. Hormel & 
Co., Austin, Minn., have voted the 
regular dividend of 25 cents on com- 
mon stock and $1.50 on class A pre- 


ferred. 


PLAN TO RESUME 
WALLPAPER COPY 


New York, July 21.—The magazine 
advertising of the Wallpaper Asso- 
ciation of the United States, which 
was discontinued last fall, will be 
resumed in the spring, it was indi- 
cated at the convention of the 29 
manufacturers comprising the mem- 
bership. 

Pending new design copyright 
legislation, the association formed a 
committee to deal with design 
piracy. 

The advocates of an immediate re- 
turn to paid space made capital of 
the fact that the association’s service 
bureau is still receiving an average 
of 50 requests a week for decorating 
service. 

The campaign, begun 10 years ago, 
cost a maximum of $250,000 a year, 
most of which has been spent for 
trade activities and the operation of 
a service bureau. Not more than 
one-half of any appropriation has 
been expended for publication space. 


Plan Beauty Appeal 


The desirability of matching wall 
paper to the fashionable colors in 
women’s clothes, such as the blue 
and white prevailing this season, 
was suggested as a theme for future 
advertising. If women could be 
made to realize they appear their 
best in surroundings which harmon- 
ize with their apparel, the market 
for wall paper would be doubled, it 
was said. 

The effect on the family’s morale 
of cheerful new wall coverings was 
also suggested as a good theme 
should the depression still be in evi- 
dence in 1933. 

The association’s advertising is 
unique in that only papers which do 
not exist are illustrated, designs 
being made exclusively for advertis- 
ing so that members will have no 
basis for charges of partiality. 


Loose-Wiles Earns 
$1.21 on Common 


Net profit of Loose-Wiles Biscuit 
Co. and subsidiaries for the first six 
months of 1932 was $791,270, equal 
to $1.21 per share on common stock. 

This is less than regular dividends 
of $1.30 paid during this period, but 
exceeds the rate of $1 per share 
which will be paid for the second 
half of 1932. 


Dick Dunn Company 


Uses Newspapers 


John Ring, Jr., Advertising Co., St. 
Louis, is releasing copy to news- 
papers in 27 cities for Dick Dunn 
Co., St. Louis, makers of Merrell’s 
Penetrating Oil and Dr. Hoffman’s 
Red Drops. 

Eugene J. Lemcoe, formerly with 
H. W. Kastor & Sons Co., St. Louis, 
has joined the agency as account ex- 
ecutive. 


Kaiser Appoints 
Advertising of H. S. Kaiser Co., 
Chicago, air conditioning equipment, 
has been placed with Hewett-Crouse 
Advertising Co., Chicago. News- 
papers and direct-mail are being 
used. 
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ICE MAN ADDS 
LAUNDRY BAG 
TO HIS TONGS 


Knickerbocker Will Invade 
New Field 


New York, July 21.—Following 
the tendency toward fuller utiliza- 
tion of facilities and good will, the 
American Ice Co., whose subsid- 
iaries’ ice and fuel routes blanket 
five Atlantic seaboard cities, an- 
nounced its entry into the laundry 
business this week. 

The initial unit of the purposed 
chain, the first to operate in more 
than one city, is the Knickerbocker 
Laundry Co., which will be operated 
by the local subsidiary, the Knicker- 
bocker Ice Co. Advertising will be 
directed by Stanley E. Gunnison, 
Inc., Harold Wengler being the ac- 
count executive. 

An important factor in the com- 
pany’s decision to make the venture 
is the belief that many former cus- 
tomers, though alienated by the elec- 
tric refrigerator, will greet the ice 
man as an old family friend. 


Courtesy First 


. Knickerbocker pioneered in the 
service-plus idea, insisting on rug- 
gedly masculine route men with a 
reputation for unfailing courtesy. 
The popularity achieved by these 
representatives helped the ice busi- 
ness, and is expected to pay divi- 
dends in the laundry field. 

Several merchandising plans are 
under consideration. One is to have 
the ice man function as the laun- 
dry’s agent in his territory, deliver- 
ing ice and picking up or returning 
the wash on one trip. Working on 
this basis, he would solicit deserters 
to electric refrigeration in his spare 
time. 

Another plan is for the ice man to 
introduce the laundry man and co- 
operate with him, in return for a 
small commission. The greatest loss 
of laundry patronage is caused by 
disputes over loss and damage 
claims, and should this plan be 
adopted, the laundry department will 
have a friend at court whose sooth- 
ing explanations will expedite ad- 
justments and pave the way for a 
speedy return to amicable relations. 


G. F. Willis of 


Zonite Fame Dies 


George Francis Willis, founder 
and former president of Interna- 
tional Proprietaries, makers of Tan- 
lac, and of Zonite Products Co., died 
at his home in Atlanta July 20. 

He founded International Proprie- 
taries in 1913, and sold more than 
40,000,000 bottles of Tanlac before 
the company was sold in 1922. He 
then founded Zonite Products Co., 
making Zonite antiseptic interna- 
tionally known in two years, when 
he again sold out to enter the real 
estate business. 


Gasoline Refiners 
Will Pool Patents 


Gasoline advertising based on pat- 
ented methods of distillation will be 
largely curtailed as a result of the 
formation of Petroleum Distillation 
Corp., New York, which will pool 
patents and license all refiners on an 
equal basis. 

The licensing company was or- 
ganized by Standard Oil Company of 
New Jersey, Standard Oil Company 
of Indiana, Atlantic Refining Co. and 
Foster Wheeler Corporation. 


Two for Robbins, Pearson 

Accounts of Mosaic Tile Co., floor 
and wall tile, and Roseville Pottery 
Co., both of Zanesville, O., have been 
Placed with Robbins & Pearson Co., 
Columbus. 


Is Bristol-Myers Agency 
Bristol-Myers Co, New York, 
toilet and drug goods, has appointed 


OLD WURZBURG BREAKS INTO COMICS WITH COLOR 
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Bachrach-Feld Co., Cincinnati, used color comics in two Ohio papers, Dayton Daily News and Spring- 
field News-Sun, July 17. It is said to be the first malt advertiser to utilize this type of copy. The staff 
cartoonist of the News created the page. 


LOOKING AHEAD 


Oscar J. Vogl, new merchandising 
director of Pabst Corp., Mil- 
waukee. He will shape policies in 
anticipation of possible return of 
Pabst Blue Ribbon Beer. 


Furniture Makers 
Vote Fewer Markets 
Furniture manufacturers _ regis- 


tered at the New York Furniture 
Exchange this week approved a 
resolution to hold one market a year 
in the various trade centers, instead 


Ronalds, Ltd., Montreal, to direct its 
Canadian advertising. 


of two. 


Says Salesmen 
Should Learn 


from Politics 


Cleveland, O., July 21—Taking his 
text from the recent political con- 
ventions in Chicago, M. F. Mahony, 
manager of the merchandising divi- 
sion, General Electric Co., is urging 
district representatives to impress on 
distributors that the methods which 
have always made sales will continue 
to do so. 


Mr. Mahony is in direct charge of 
district representatives. 


“If you listened to either of the 
recent political conventions,” he told 
them, “you must have been impressed 
with the fact that in these days a 
single-track mind and a set of cast- 
iron tonsils are the common at- 
tributes of the many who add futility 
to confusion while attempting to sell 
the nomination of their favorite can- 
didate. 

“Lapel microphones, static, boos, 
cheers, raspberries and other auricu- 
lar disturbances shattered the air 
waves for a couple of weeks. When 
calm had been restored, it was quite 
evident that in the peaceful, undis- 
turbed solitude of a hotel room, sev- 
eral powerful men had met and de- 
cided who was to run for president. 

“This, men, is where the selling 
took place. The rest of the exposi- 
tion was just so much boloney on 
which the good old public is errone- 
ously supposed to thrive.” 


POINTS MORAL 


W. F. Mahony 


Philips with Hartman 


A. Edwin Philips, formerly vice- 
president, Welch Grape Juice Co., 
and director of merchandising, John- 
son & Johnson, has joined L. H. 
Hartman Co., New York agency. 


Adds Ice Cream 


The Great Atlantic & Pacific Tea 
Co. is experimenting with the sale 
of ice cream and related products in 
its New York and Philadelphia 


TO SAFEGUARD 
‘BEST SELLERS’ 


New York, July 21—The forma- 
tion of a representative book trade 
committee to re-define “best-seller” 
and to codify some systematic pro- 
cedure for preparation and issuance 
of weekly best-seller lists is advo- 
cated by M. Lincoln Schuster, of the 
publishing firm of Simon & Schuster, 
who asserts current practices lead to 
many abuses and will soon render 
“best-seller” utterly meaningless. 
“Although representative  best- 
seller lists are supplied by some na- 
tional wholesalers,” he said, “in 
some cases retailers either leave the 
preparation of the list to some clerk 
who does the job carelessly, on 
vague hunches, or deliberately lists 
as best-sellers books that some are 
anxious to feature. Thus it occasion- 
ally comes to pass that a plug, worst- 
seller or some favored entry is 
ranked as a best-seller. 

“Perhaps the best plan would be 
to compile the best-seller lists by 
telegraphic reports from _ strategic 
centers, giving due allowance to both 
wholesalers’ and retailers’ reports. 
Without some such codification, the 
book-sellers and book-buyers are be- 
wildered, and ill will is engendered 
through lack of confidence in the 
advertisements of publishers and 
dealers.” 

Mr. Schuster also suggested as 
possible trade stimulators supple- 
mentary best-seller lists showing the 
trend in enduring books, last year’s 
books, biography, travel and other 
classifications. 


Salt Lake Club 
Wins P. A. C. A. Cup 


The huge silver loving cup 
awarded by Pacific Advertising 
Clubs Association at its annual con- 
vention to the affiliated club which 
made the most outstanding contribu- 
tion to advertising during the past 
year was presented to Salt Lake City 
Advertising Club for its “Advertise 
Advertising” campaign. 

The award was officially presented 
at a special meeting of the club 
July 21. 


Doughty, Agent and 
Ex-Banker, Is Dead 


Charles Linton Doughty, 85, presi- 
dent of the C. L. Doughty Advertis- 
ing Agency, Cincinnati, O., died July 
18. Though retaining his title, he 
retired in ill health four years ago. 

For many years before entering 
the advertising business, Mr. 
Doughty was a banker in Coving- 
ton, Ky. 


Packaging Show to 
Be Held March 7-10 


The third annual Packing, Packag- 
ing and Shipping Exposition will be 
held at Hotel Pennsylvania, New 
York, March 7-10, 1933. 

The show, which includes clinics 
and demonstrations, is held under 
the auspices of American Manage- 
ment Association. 


G. E. Winners Picked 


District winners in the General 
Electric refrigerator national visual- 
izer audition contest have been 
picked, and will compete in the 
finals to be held in Cleveland, Aug. 1. 
The contest was open to salesmen of 
General Electric refrigerator dis- 
tributors. 


Nelson Honored 


Marion C. Nelson, president, L. S. 
Gillham Co., and past president of 
Salt Lake City Advertising Club, was 
elected vice-president of Salt Lake 
Rotary Club at the annual meeting. 


_ Anderson Honored 


P. T. Anderson, Sr., vice-president 
and general manager, Macon (Ga.) 
Telegraph and News, was selected as 
Macon’s outstanding citizen for 1931 
by the Junior Chamber of Com- 
merce. 


Hinkson Succeeds Father 


Charles Hinkson has become presi- 
dent of Hinkson Advertising Co., 
Madison, Wis., outdoor advertising, 
succeeding the late Park Hinkson, 


stores. 


his father. 
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STUDY DIVISION 
OF ‘31 BUDGETS 
OF ADVERTISERS 


New York, July 21.—Advertisers 
of automobiles and trucks, food prod- 
ucts and tobacco were among the 
leading national users of newspaper 
space in 1931, a survey by Bureau of 
Advertising, American Newspaper 
Publishers Association, indicates. 

The survey estimates a total ex- 
penditure of $143,365,000 in news- 
paper advertising by 435 national ad- 
vertisers with appropriations of $50,- 
000 or more. Of these, 190 compa- 
nies also used magazine space, the 
Bureau says, spending $78,317,815 in 
this medium, and 121 spent $21,223,- 
862 on radio. 

The Bureau points out that its 
study does not comprise a complete 
record of national advertisers, nor 
even of the leading newspaper adver- 
tisers. It represents a group of na- 
tional advertisers whose figures the 
Bureau has been able to check. For 
this reason, figures presented for 
various groups of advertisers cannot 
be compared with published figures 
on magazine or radio advertising 
totals. 

Comparative amounts spent for 
newspaper, magazine, and radio ad- 
vertising by the 435 companies 
studied, by classifications, as_ re- 


Utica in Tie-Up 

Purchasers of Utica sheets and 
pillow cases at Brown-Dunkin Co. 
department store, Tulsa, are being 
given cards which entitle them to 
have these articles laundered for the 
first time without charge at Barnes- 
Manley Laundry. 


Jahn & Ollier Again 


D 
XN 


. —and sales 
who Know their business 


Jahn & Ollier Cagraving ©. 
Telephone MONroe 7O8O 


817 W. Washington Boulevard 
CHICAGO 


“SUBLET... 


one of our cozy, cool 
suites for the summer. If 
your office is in the Grand 
Central district The Win- 
throp is mighty handy. 
Write, telephone or come 
in and look us over. 


Furnished suites of from 
one to four rooms by the 
day, month, or year. Serv- 
ing pantries, frigidaire and 
large closets with every 
suite. ° 


Under Roger Smith 
Preferred Management 


Hotel Winthrop 


47th and Lexington Ave., 


New York 


Tel. Wickersham 2-1400 


CANNON MILLS' COTTON WEEK CONTEST DEVELOPS INGENIOUS WINDOWS 


Newspaper 


$23,665,000* 


1,175,000 


8,670,000 


10,020,000 


2,255,000 


1,065,000 


20,395,000 


2,210,000 


2,955,000 


6,325,000* 


3,230,000* 


28,730,000 


5,640,000 


2,875,000 


Magazine 
Automobiles and Trucks 
(18 companies) 
$12,399,910 
Accessories 
(3 companies) 


450,000* 462,425 


ported by the Bureau of Advertising, | 
are as follows: 


Radio 


$ 568,950 


Gasolines and Motor Oils 


(30 companies) 


Plumbing and Heating 
(10 companies) 
352,656 
Paints and Hardware 
(3 companies) 
240,000 431,525 


Building Materials 
(1 company) 
50,000 1,450 
Druggists’ Sundries 
(41 companies) 
1,919,292 


Toilet Goods 
(39 companies) 
14,651,828 
Finance 
(10 companies) 
118,450 
Insurance 
(8 companies) 
917,516 
Candy and Gum 
(2 companies) 
580,670 
Foods 
(81 companies) 
18,292,065 
Soaps and Cleansers 
(10 companies) 
6,124,846 
Soft Drinks 
(12 companies) 
985,373 
Miscellaneous Groceries 
(2 companies) 
440,000 56,700 
Electrical Appliances 
(13 companies) 
4,950,589 


350,000 


9,455,000 2,319,508 859,646 
Tires 
(7 companies) 
2,910,000* 2,744,746 430,109 


79,148 |. 


473,344 


3,195,520 


956,360 


390,095 


121,334 


4,868,442 


661,338 


559,618 


939,099 


Furniture and Furnishings 


(6 companies) 
775,000 809,085 
Office Appliances 
(4 companies) 


945,000 871,090 
Publishers 
(6 companies) 
1,695,000 82,250 


Radios and Phonographs 
(15 companies) 
1,459,917 
Radio Accessories 
(2 companies) 
346,870 
Sporting Goods 
(2 companies) 
625,195 
Tobacco 
(14 companies) 
3,949,086 
Community 
(2 companies) 
220,838 
Hotels 
(2 companies) 
Motion Pictures 
(1 company) 
210,070 
Airways 
(2 companies) 
20,450 
Railroads 
(32 companies) 
621,385 
Steamships 
(20 companies) 
773,539 


475,000 


195,000* 


280,000 


115,000 


60,000 


145,000 


91,296 


15,979 


508,227 


827,109 


265,835 


5,029,790 
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tive display managers. 


The Emporium, St. Paul sapere. and Alms & Dolphe, Cincinnati, tied in the Cannon contest, which 
th» cotton in forceful fashion. H. B. Flynn and H. Schoenlaub are the respec- 


Clothing 
(10 companies) 
2,010,000* 454,950 
Shoes 
(7 companies) 
228,645 
Miscellaneous 
(20 companies) 
334,896 


51,886 
920,000 21,372 


2,645,000 


*Includes dealer co-operative ad- 
vertising. 


How to Get Order 


Because the author mathematically 
determined that its name “vibrated 
successes” for her book, Democrat 
Printing Co., Madison, Wis., has se- 
cured the order to print a book on 
numerology. 


Advertise Dude Ranch 


The account of Turpin Meadow 
Ranch, Jackson’s Hole, Wyo., vaca- 
tion and dude ranch, has been placed 
with Hurja-Johnson-Huwen, Chicago. 
Club and association papers are being 
used. 


Cobb Joins Western 


John E. Cobb, Milwaukee typog- 
rapher, has joined Western Litho- 
graphing & Printing Co., Racine, 
Wis., as superintendent of typo- 
graphical layout and composing de- 
partment. 


Sanford Leaves Agency 


P. L. Sanford has resigned as sec- 
retary-treasurer of Campbell-Sanford 
Advertising Co., Cleveland, to join 
Allied Mills, Chicago, makers of 
Wayne feeds. 


Jordan in Letter Work 


E. R. Jordan has started Dividend 
Mailing Bureau at 821 Third Ave., 
Seattle. 


Gen. Saltzman Resigns 


Gen. Charles McK. Saltzman, chair- 
man of U. S. Radio Commission, has 
resigned because of poor health. 


Plan Selective 
Distribution 


Of Dry Goods 


New York, July 21.—Following a 
conference of dry goods manufactur- 
ers and wholesalers under auspices 
of Wholesale Dry Goods Institute, a 
number of manufacturers are mak- 
ing plans to adopt selective distribu- 
tion through wholesalers. Forma- 
tion of a committee from their group 
to advise manufacturers on the feasi- 
bility of individual plans was autho- 
rized. 

The movement is designed to curb 
price competition on advertised 
brands, secure better cooperation 
from, wholesalers and retailers in the 
use of manufacturers’ promotion, 
and aid in establishment of volun- 
tary chains of dry goods retailers. 

Representatives of national adver- 
tisers attending the meeting in- 
cluded D. W. Jarvis, Amoskeag Mfg. 
Co.; James H. White, Bear Brand 
Hosiery Co.; Thos. J. Sheehe, Chat- 
ham Mfg. Co.; Herbert Grandage, 
Clark Thread Co.; W. A. Sutherland, 
Durham Hosiery Mills; S. B. Smart 
and E. S. Rehberg, Fruit-of-the-Loom 
Mills; J. M. Van Horson, Johnson & 
Johnson; 

C. V. Ryer, Nashua Mfg. Co.; F. S. 
Blanchard, Pacific Mills; Clinton B. 
Tooley, Pequot Mills; O. W. Gridley, 
Utica Knitting Co.; H. G. Crockett 
and F. H. Ranges, Warren Feather- 
bone Co.; James B. Moore, Wrights 
Underwear Co. 


“Record” Runs Contest 


Philadelphia Record has announced 
its ninth annual “Wattis Plan” con- 
test for this fall. Under the plan, 
schools, churches, clubs and similar 
organizations are awarded cash 
prizes on the basis of number of 
labels or wrappers of specified ad- 
vertised products they collect. 


Teacher Is Printer 


Charles W. Lechleidner, former in- 
structor in typography of advertis- 
ing and journalism, Marquette Uni- 
versity, John Strain, and John S&S. 
Lechleidner have formed Essanel 
Press, Inc., Milwaukee. 


Clark Gets Paper 


Thomas F.-Clark Company has 
been appointed national representa- 
tive of Greenfield (Ind.) Reporter. 


DO ARCHITECTS SPECIFY 
YOUR BUILDING MATERIALS? 


In The Sales Guide to the Architects of 
New Jersey and Pennsylvania, which we 
publish, you will find listed 262 cities; 
1425 offices of architects; 787 architects; 
247 specification writers; 174 designers; 
129 draftsmen; 98 office managers; 8 
engineers. If you want the specification 
of your materials, address Statistical and 
Research Department. 


ARCHITECTURE 


Leading Professional Architectural Journal 
597 FirtH AVENUE © New York 


e wealth 


THE per capita wealth 
of Iowa is fifty per cent 
more than the national 
average! (latest National 
Industrial Conference 
Board figures). Here is a 
rich market and the most 
effective way to sell it is 
with The Des Moines 
Register and Tribune. 
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Government 
Reports 


Taxes 


Regulations 42, relating to the 
taxes on telegraph, telephone, radio, 
eable facilities, transportation of oil 
by pipe line, safe deposit boxes, 
checks, etc., and electrical energy, 
under Revenue Act of 1932. 1932. 40 
pages. (Treasury Dept., Bureau of 
Internal Revenue.) 10c. 

Regulations 43, relating to the 
taxes on admissions, dues, and initi- 
ation fees, under the Revenue Act of 
1926 as amended by the Revenue Acts 
of 1928 and 1932. Revised June, 
1932. 79 pages. (Treasury Dept., 
Bureau of Internal Revenue.)  15c. 

Regulations 44, relating to the 
taxes on lubricating oil, brewer’s 
wort and malt products, grape prod- 
ucts, matches, soft drinks, and gaso- 
line, under the Revenue Act of 1932. 
1932. 38 pages. (Treasury Dept., 
Bureau of Internal Revenue.) 10c. 

Regulations 46, relating to excise 
taxes on sales by the manufacturer, 
under sections 602 to 611, inclusive, 
613, and 614 of the Revenue Act of 
1932. 1932. 56 pages. (Treasury 
Dept., Bureau of Internal Revenue.) 
10c. 

Census of Agriculture 


Fifteenth census of the United 
States, 1930: Agriculture, Kentucky, 
statistics by counties, third series, 
type of farm. 1932. 91 pages. (Cen- 
sus Bureau.) 15c. 

Fifteenth census of the United 
States, 1930: Agriculture, South 
Carolina, statistics by counties, third 
series, type of farm. 1932. 42 pages. 
(Census Bureau.) 10c. 


Census of Distribution 


Fifteenth census of the United 
States, census of distribution, whole- 
sale distribution, State series, Flori- 
da. 1932. 32 pages. (Census Bu- 
reau.) 10c. 


Executive Agreement 


Radio broadcasting, arrangement 
between the United States of America 


and the Dominion of Canada. 1932. 
3 pages. (State Dept., Executive 
Agreement Series no. 34.) 5c. 
Oklahoma City 


Papers Cut Prices 


As a result of a circulation war 
in Oklahoma City, prices of Saturday 
and Sunday papers are being cut. 
The “war” started with announce- 
ment of a cut in the price of Daily 
Oklahoman’s Sunday issue from 10 
to 5 cents. 

Oklahoma News, a Scripps-Howard 
paper, countered by bringing out a 
Sunday morning paper at the same 
price in place of its regular Satur- 
day issue. Now the Saturday after- 
noon edition of Oklahoma Times, 
published under the same auspices 
as Daily Oklahoman, prints four 
pages of colored comics and styles 


itself “a two-cent Sunday news- 
paper.” - 
Plan to End Hat 


Style Imitating 

In an effort to prevent unauthor- 
ized imitation of French millinery 
styles in the United States, 21 im- 
portant Paris milliners have entered 
an agreement with 14 American dis- 
tributing firms, the Department of 
Commerce has been advised. 

The American firms, under “Mil- 
linery Quality Guild,” have agreed 
to purchase exclusively from the 
French makers, and to suppress un- 
authorized use of names or trade- 
marks of the French companies. 
These names and trade marks will 
be registered in the United States. . 

Labels to be used on American re- 
productions will also be controlled 
by the French makers and the Guild. 


Women to Golf 


The annual golf tournament and 
competition for the Marguerite Hein- 
richs trophy of Women’s Advertising 
Club of Chicago will be held at Olym- 
Dia Fields Aug. 18. Non-golfers will 
play bridge. 


Smith Joins Father 
William Blair Smith has joined his 
father in the Allen C. Smith Adver- 
tising Co., Kansas City, Mo. 


W. V. Tufford, 1. D. P. A. 


Secretary, Passes Away 


Will V. Tufford, for 24 years secre- 
tary-treasurer and central office man- 
ager of Inland Daily Press Associa- 
tion, died at Clinton, Ia., July 15. 
He formerly published newspapers 
in several western and middle west- 
ern states. 

A. O. Lindsay, Quincy (Ill.) Herald- 
Whig, president of I. D. P. A., and 
A. M. Clapp, publisher, Clinton 
Herald, were among the pallbearers. 


Texas League Expands 

Texas Daily Press League has been 
appointed national advertising rep- 
resentative of Gonzales (Texas) In- 
quirer, and Brenham Banner-Press. 
The League now represents 49 
Texas dailies. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


DUNES RESORT FOR ADVER- 
TISING PEOPLE 


run by Chicago agency man—Swim- 
ming, Boating, Fishing, Sun Bath- 
ing. Golf within short distance. 
Room and three BIG meals $2.50 per 
day. Vacations $15.00 per week. 


Very low week-end rates on applica- 
tion. 

C. W. Edwards, GRANDE MERE 
LODGE, Stevensville, Michigan, on 
U. S. Highway 12. PHONE SEELEY 
4621 for Reservations. 


opportunity to WORK for reputable 
concern whose southern sales have 
not proven satisfactory. 5 yrs. tire 
selling, 4 yrs. branch manager. Sea- 
soned, mature, clear-thinking and 
sound. P. O. Box 714, Atlanta, Ga. 


POSITIONS WANTED 


Ad checking copies mined for sales 
leads and good will. Box 145, Ad- 
vertising Age. 


DO YOU SELL SOUTH? 


Hundreds of Yankee salesmen 
have met their Waterloo in Dixie. 
Virginia-born salesman with ten 
years’ Northern experience, who has 
made outstanding sales record dur- 
ing past eight years in Southeast 
selling outdoor advertising, wants 


Experienced advertising salesman 
can represent trade or class maga- 
zine in Middle West on part time 
basis. Wide agency acquaintance in 
territory. Commission. Drawing ac- 
count. 

Box 146, Apvertisine AcE, Chicago. 


Hagel Passes Away 
John Hagel, until two years ago 
business manager of Oklahoma 
Leader, Oklahoma City, died re- 
cently. He was 53 years old. 


session 


leave for Detroit ... . 
unusual reader interest . . . 


For Autumn Business 


ings to hospital executives . . 


Two Important Issues 


The August 15th issue of HOSPITAL MANAGEMENT, 

* carrying complete advance details of the program for the 
convention of American Hospital Association and allied groups 
at Detroit, September 12-16 
executives all over the country at least two weeks before they 
Giving advertisers the benefit of 
. Giving exhibitors a chance 
to insure the success of their display ... . 
close August 5. 


The September 15th issue of HOSPITAL MANAGE- 
* MENT, carrying the first story of the convention proceed- 
. » Complete details of every 
All the important news and pictures . . 
- + Reaching the field at least two weeks before any other 
report of the meetings is published . . . . The best issue 
of the year for every one selling to hospitals . . . . Forms 
close September 5. 


HOSPITAL MANAGEMENT 


The practical journal of administration 


537 S. Dearborn St., Chicago 
The only hospital journal member both A. B. C. and A: B. P. 


Graybar Bld¢g., New York 


Reaching hospital 


Forms 
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REVIEW OF THE 
WEEK 


AUTOMOTIVE HOUSE ORGAN GOES TABLOID 
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| HIT HARD WITH CHRYSLER FEATURES pace'six: 


Chrysler is said to be the first car manufacturer to adopt this format 
for a house paper. Advertisers Inc., handle the account. 
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“HER HERO.” 


BULL DURHAM POSTER INSPIRATION FOR CARTOONISTS - ode Vaile dilieeed % atthe fee Corel a rm 
Cartoonists seized joyfully on the new poster of Anierican Tobacco Co. The Philadelphia Record gave Instant fe wong it is pont ve ask ts the my pe eg wd 


this version, while the Ohio State Journal, Columbus, stuck to the original poster, but had the cow three vertical panels. Russell D. Comer Advertising Co., Kansas 
asking, "Do you inhale?" City, supervised the work. ~? 
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